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Gladys the beautiful receptionist of FIC Policing 


says that with all the blackout paper 


going into place, advertising sales- 
men must be doing a lot of worry- Due to War Work 
ing about their customary over-the- | 
transom business. 


Philip Morris, Camels 
Are Latest Targets 
of Formal Complaints 


~~ F 


Defense beat Sales Talk in.a race 
at Washington Park a few weeks 
ago, and the result might have been 
predicted without even getting an By HAL BURNETT 
a oe a Washington, D. C., Aug. 12.— 


Carth) /There will be no letup in the nor- 
mal policing of “false and mislead- 
“Where are we at now?” inquires jng” advertising due to the Federal 
W. M. Kiplinger. Trade Commission’s rapidly ex- 
Well, we might be at grammar) panding war activities. 
school, but we are actually hard This was emphasized officially 
at work turning out a Washington today as a footnote to the FTC's 
newsletter. announcement Saturday of three 
sweeping moves in the regulation 
Nearly 83 per cent of occupied|of claims for cigarets and _ pipe 
dwellings are equipped with radio | tobacco. 
sets, the Census reports, and night; The actions were: 
shift workers trying to get a little 1. The signing of a stipulation 
shut-eye say the number reported|by Brown & Williamson Tobacco 
is entirely too conservative. Corporation, Louisville, Ky., to 
, cease a number of the principal rep- 
| }esentations in the advertising of 
“No Diminution of Whisky Copy | Kool cigarets. 
Is Anticipated.”"—Headline in Ap-| 2. The issuance of a complaint 
VERTISING AGE. charging Philip Morris, Ltd., New 
If it were, it might drive some| York and Richmond, Va., with mis- 
media men to drink. representation and false advertising 
nm newspapers, radio and _ other 
media in the sale of Philip Morris 
The whisky industry has a five- | and Dunhill cigarets, and Revelation 
year supply on hand, it is reported, | Pipe tobacco. . 
“and will make every effort to 3. The issuance of a complaint 
move these stocks.” __ |charging R. J. Reynolds Tobacco 
All it expects from you is a little| Company, Jersey City, N. J., and 
enthusiastic cooperation. Winston-Salem, N. C., with misrep- 
resentation and false advertising in 
| the principal copy claims for Camel 
cigarets and Prince Albert pipe 
tobacco. 
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“This fight is a family affair!” 
declares G-E, and a lot of family | 
men who have recently joined the 
armed forces admit sadly that it 
always has been. 


To Fight Charges 


Both Alfred E. Lyon, executive 
vice-president of Philip Morris, and 
yy |S. Clay Williams, chairman of 
The village crossroads store is the board of Reynolds Tobacco, 
coming into its own again, says But-| Promptly announced that they con- 
ler Brothers’ Roy Henry, who failed | Sidered the FTC claims without 
to explain that this might have a| merit, and that they would be con- 
big effect on the demand for Barlow | tested vigorously. Mr. Williams 
knives and plug tobacco. charged that the complaints were 
“a new and unique method of pro- 
|cedure” on the part of the commis- 
Department store buyers seem to | *!0"- 
think that college girls are going “The FTC has taken our adver- 
overboard for clothes that are) tsing statements and made its own 
strictly station-wagon, but most of interpretation of them,” mr. Wil 
them will settle for an outfit that|liams said from Winston-Salem. “It 
will look well alongside an Army has then filed charges against the 
jeep “ |combination of our statements and 
their interpretations.” 
The interpretation of a “new and 
“When you order from the tap,” | unique procedure” was denied by 
idvises the Charles A. Krause Mill-| an FTC spokesman, who indicated 
ng Company, “you save a bottle |that the public’s understanding of 
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ap.” the claims, and not those of the 
With this kind of promotion, the | copywriters, would determine the 
ld-f oned bucket of suds will|rulings of the courts 

oon on top again. Targets of the FTC complaints 


jare some of the principal copy 
| themes of all three tobacco com- 
_ Dal McCutcheon, of Liberty, a| (Continued on Page 35) 

Vorld War veteran who has just | 
ecom a captain in the Army air} DIRECTORY OF FEATURES 
Tees, must be one of those fellows Ad-libbing 
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Promotion Hammers at 


Ib'w/="""" Oi Conversion Apathy 


Win lo /s hel a Small Packers 
Fight for New 


ee ee 
youll be amazed at the extra e one 
Ih Ip [ vicecercicicet Price Ceilings 
aes 800 be able to help vou get. 
Charge Titans with 
— =: Monopolistic Aims; 


— AMI Offers Solution 
€sso Chicago, Aug 12.—The storm 
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which has been brewing in the meat 
packing industry over price ceilings 
Teaser copy for Esso's new “Care saves Was heightened here yesterday by 
Wear’ campaign asserts that 16 out of two new developments—the offering 
17 motorists were astonished at the addi- | of a new price program to OPA by 
tional mileage remaining in their tires, the American Meat Institute, and 

when measured by a new device. the 


Esso Campai 
Aims to Bol 
ims to 0 Ster finished products have ceilings 
while livestock does not; and OPA 
set its sausage ceiling so that the 
Qa er Ola é principal ingredient, pork, now 


allows for processing and distribu- 
ting only 3.9 cents a pound between 
jfarm price paid and price charged 
|to consumer. 
| The seriousness of the situation 
can be gleaned from the compara- 
tive figures for various months. The 
New York, Aug. 13.—A compre-| margin in June, 1942, was 3.9 cents; 
hensive campaign designed to| May, 4.5; June, 1941, 6.7; 1935-39 
bolster dealer morale and sustain! average, 9.6. The great majority of 
distribution outlets through the try-| the small packers in the new trade 
ing days ahead was inaugurated this | association are sausage makers, and 
week by Esso Marketers, employing | they feel the pinch most acutely 
large-space newspaper insertions 
and the “Esso Reporter" radio pro- 
gram along the Atlantic seaboard There was plenty of bitterness 
from Maine to South Carolina. evident at the small packers’ meet- 
Labeled the “Care Saves Wear” )|ing. George A. Casey, president of 
service program, the project is built; John J. Felin & Co., Philadelphia 
around a newly dramatized version | packer, led the revolt, charging 
of practical tire conservation and|that OPA and the Department of 
lubricating, cleaning and caring for| Agriculture had _ failed in their 
all other portions of the automobile.| handling of the price ceiling prob- 
(Continued on Page 34) (Continued on Page 33) 


core soves weer 


formation of a new association 
to represent small packers, the Na- 
tional Independent Meat Packers’ 
Association 

Tne current trouble in the meat 
packing field rests on two factors 
inherent in the price ceiling set-up: 


Newspapers, Radio 
Used to Dramatize 
New Tire Service 


Assails “Big Four” 


Last Minute News Flashes 
Continental Can Makes Bid for War Work 


New York, Aug. 14.—Continental Can Company today launched a cam- 
paign to appeal directly for armament sub-contracts. Spreads in Busi- 
ness Week, Nation's Business and United States News, plus a long list 
of industrial, aviation, and automotive papers, report that the “company 
that made billions of metal units last year is ready to do more war work.” 
Single pages will follow the same theme jatten, Barton, Durstine & 
Osborn is the agency 


Co-op League to Use First Paid Advertising 

New York, Aug. 14.—With a promotion fund of $15,658 actually in 
hand and pledges that will boost the total to more than $25,000, the Co- 
operative League of the U. S. indicated today that it is ready to launch 
its first paid advertising campaign on the theme, “Awaken America to 
the advantages of consumer cooperation.” Spot radio will be used, be- 
ginning this fall. Selection of an agency will be decided next week, with 
16 having put in bids for the account 


NAB Asks Right to File Brief in Petrillo Suit 

New York, Aug. 14.—Neville Miller, president of the National Associa- 
tion of Broadcasters, today announced that the NAB would ask permis- 
sion of the federal district court in Chicago to file a brief as a “friend of 
the court’ in the government's anti-trust suit against the American 
Federation of Musician Mr. Miller stated that it was his understand- 
ing that the Department of Justice would welcome the NAB action 


Cowan & Dengler Gets Hearing Aid Account 

New York, Aug. 14. zraybar Electric Company today appointed 
Cowan & Dengler as agency for Western Electric hearing aids, effective 
immediately 


Heating and Allied 
Industries Step Up 
Advertising Efforts 


By RAYMOND H. STOKES 


New York, Aug. 13.—The urgent 


| need for fuel conservation pointed 


this week to an intensified mer- 


|chandising effort to impress home 
/owners with the gravity of the oil 
| shortage in the Atlantic Coast area. 


Less than one-half of one per cent 
of the 1,400,000 oil burners in the 
northern half of the Atlantic sea- 
board have been converted to coal 
since Jan. 1 of this year, and less 
than four per cent of the owners 
have taken any steps to convert, 
according to latest estimates. 

The public’s lack of response to 
repeated warnings by government 
officials and others is viewed so 
seriously in Washington that the 
Federal Reserve Bank has made 
conversion grates, storm windows 
and weather stripping the only 
exceptions to anti-inflation laws 
governing instalment buying. 
Amendments to the original order 
now allow consumers to purchase 
these aids to fuel conservation on 
FHA’s former 36-month deferred 
payment plan. P 

Typical of the merchandising 


, activity in the offing, is a plan being 


considered by the New York Times 
to devote a page or more to the con- 
servation tips and suggestions pro- 


| viding editorial background for the 


advertising of home _— insulation. 
weather stripping, and conversion 
grates. This plan is expected to tie 
in with “War on Fuel Waste Week,” 
designated for Aug. 17-22 by the 
American Society of Heating and 
Ventilating Engineers, during which 
patriotic appeals will be made to 
home owners to do their bit. 


Insulation Use Stressed 


Johns-Manville Corporation has 
been hammering consistently at the 
fuel conservation made possible by 
its insulating process since early 
summer. Its nightly newscast over 
the Columbia Broadcasting System, 
featuring Cecil Brown since Elmer 
Davis’ appointment to head _ the 
Office of War Information, was 
intended to do an institutional job 
when launched last December. 
Taking advantage of government 
backing, however, the .theme of 
home insulation has been stepped 
up and at present several commer- 
cials plug insulation § exclusively. 
The copy slant, moreover, continues 
to be “winter fuel conservation,” 
rather than the “summer comfort” 
theme generally used at this time of 
the year. 

Timely merchandising campaigns 
have already been launched by 
Anchor Post Fence Company, Balti- 
more, for its Convert-O-Grate, a 
device permitting furnace conver- 
sion from oil to coal “in eight min- 
utes” (ADVERTISING AGeE, July 6), 
and Delaware, Lackawanna & 
Western Coal Company, which has 
released newspaper copy urging oil 
burner owners to convert to coal 
(ADVERTISING AGE, Aug. 3). 

Owens-Corning Fiberglas Corpo- 
ration, Toledo, will tie in with the 
threatened shortage with a maga- 
zine campaign explaining how 
clean filters contribute to fuel econ- 
jomy. Monthly insertions have been 
scheduled from September through 
January in American Home. Better 
Homes & Gardens, Life, and The 
Saturday Evening Post, using car- 
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ADVERTISING AGE 


toon-type illustrations. In addition 
to advertisements in three business 
papers, the company will offer deal- 
ers a whole program of selling aids, 
including free mats for local news- 
paper ads, reminder labels telling 
when filters should be replaced, and 
spot announcements for use by local 
distributors. The account is directed 
by Young & Rubicam. 


Coal Industry Active 


Anthracite Industries, Inc., though 
absent from the ranks of consumer 


copy in the builder’s section of 
Sweet’s Catalogue featuring recom- 


mended practices for installation of | 
| mineral wool as an insulator. 
| association’s 


The 
house organ, “Per- 
formance,’ which reaches the ma- 
jority of specifying officials in build- 
ing and construction, is another 
medium used to drive home the 
urgent need for fuel conservation. 


Equipment Shortage Seen 


It is 
however, 


feared 
that 


in many quarters, 
the public’s 


late | 


when such transactions were made 
for the purpose of reducing con- 
sumption of fuel oil. 

It has 


burners in the shortage-threatened 
areas could be converted, but sur- 
veys have indicated that only 13 per 
cent of the owners have given any 
consideration to changing to coal, 
and of this group, 64 per cent “had 
only thought it over.” 


. ’ . . 
advertisers, has been active in direct awakening to the seriousness of the! Printers’ Strike Hits 


mail and dealer educational work. 
The industry laboratory has de- 
signed a “universal” grate 
may be installed in most standard 
oil burners for conversion to coal. 
Licenses have been issued to three 
companies—Delaware, 
& Western Coal Company, Lehigh 
Valley Coal Company and Hershey 


Machine & Foundry Company—for | 


the manufacture of these grates 
which will fit both rectangular and 
round boilers. 

Another group playing a leading 


which | 


Lackawanna | 


fuel situation has already resulted 
in a sharp undersupply of parts and 
materials in wholesalers’ ware- 
houses. Public apathy during the 
spring and early summer made 
wholesalers hesitant about stocking 
up coal grates, etc., and despite 
priorities, available supplies may be 
insufficient to meet a sudden spurt 
in demand. 

The industry was thrown 
further confusion today when the 
WPB issued two amendments to a 
limitation order covering certain 


into | strike, other than that the union and 


Cincinnati Papers 


An unauthorized strike 


lL. A. Admen in 


been estimated that be-| 
‘tween 80 and 90 per cent of all oil 


of the} 


August 17, 1949 


Three-Cornered Move 


A three-way promotion moved 


|George Reed from his position as 


assistant manager and promotion 
director of the Los Angeles Down- 
town Business Men’s Association 
last week to promotional director of 
the Los Angeles Downtown Shop- 
ping News. 

Herbert Baus steps out of his po- 
sition as publicity director for the 


| Los Angeles Chamber of Commerce | 


Reed’s vacated 
Merritt Jorz, financial editor 


to take over Mr. 
post. 


of the Daily News, moves into Mr. | 


Baus’ former job. 


three Cincinnati newspapers, the ‘Durez, Werner Co. 


Post and Times-Star, evening, and 
the Enquirer, morning, prevented 
publication on Aug. 6 and 7. 
Enquirer, however, was off the 
street only one day, since the strike 
was settled in time to run its pre- 
day edition of Aug. 7. 

No reason was given for the 


the newspaper management were 
negotiating a new agreement. Ra- 
dio stations extended their news 


role in furthering the government's | plumbing and heating equipment. | periods during the brief walkout. 


plea for conservation is the National 
Mineral Wool Association. In addi- 
tion to distributing many detailed 


Though continuing to permit the 
sale of any equipment needed to 
convert oil and gas burners to coal, 


pamphlets and other types of litera- | the amended order revoked an addi- 
ture to manufacturers, dealers and | tional exemption which formerly 


‘Names Black Agency 


Harrisburg, 
has named 


Continental Press, 
Pa., book publisher, 
W. L. Black Advertising Agency, 


Issue Plastic Books 


The | 


Durez Plastics & Chemicals, North 
Tonawanda, N. Y., and R. D. Werner 
Company, New York, have recently 


|issued booklets providing informa- 


tion about plastics. 


The Durez booklet is an eight- | 
discussion of | 


page, non-technical 


| COFFEE CONSERVATION 
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TOO GOOD TO WASTE? 


Convene’ American by-word br 8 
from (atigue. Freshense 
Improved of Ae 


FT ee 
COFFEE 
ZAHE FRIENDLY ORINK..... FROM GOOD WEIGHE , 


re 
era Ceene ote toe tues 


the manufacture of plastics and! A hint of Pan-American Coffee Bur: u's 


contains a brief review of recent 
books and further sources for study 
on the subject. The Werner book 
is a 16-page treatment on the use 
of extruded industrial plastics 
war production and is_ intended 
primarily for the use of government 
offices and war contractors. Both 
companies will supply copies on re- 


| 
in | 


fall campaign theme was seen in this 
369-line ad in the Hartford Times, the 
first copy placed by J. M. Mathes, inc, 
recently appointed to handle the ac. 
count. The ad, which was run for copy. 
right purposes, assures consumers that 
despite import curtailments, “there jg 
still enough for all of us to enjoy." 


, pe ; ? Attenti i | lled to kagi 
architects, the association has placed permitted the sale of oil burners) Reading, Pa., to handle its account.) quest. panei "ae. si itil 
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organized committee for prot tion 
of information of the War Depart- 
ment. 

Speaking before more than 1.000 
chamber of commerce and _ trade 
association executives at the Hotel 
Pennsylvania, Col. Magee stated 
that corporations would be justified 
in closing their books to stockhold- 
ers to prevent enemy agents fron 
securing vital production statistic: 
by purchasing a few shares of stock 

Publication Prohibited 

Col. Magee stated that his com- 
|mittee’s job was not to restrict the 
gathering of information by trade 
associations, but to facilitate it 

“However, this information must 
| be used only by the association and 
the government,” he emphasized 
“Its publication in trade journals o 
otherwise will be prohibited unless 
cleared through our offices.” 


Issues ‘Worry’ Book 


Studebaker Corporation, South 
Bend, Ind., has issued a new book- 
let for car owners entitled “How 
to Worry Successfully About You! 
Automobile.” The cover depicts @ 
man in the floor-pacing stage 0! 
worry, and the cartoon treatment 
continues while the auto maker 
shows how, where and what t 
| check for proper auto maintenance 
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August 17, 1942 ADVERTISING AGE 


To the Publishers 


of the 


Daily Newspapers of the United States 


Gentlemen: 


Under the methods largely in use today in the United States, finished steel or other metals cannot be made 
without plenty of scrap metal. Your newspapers have been for months telling your readers of the severe 


is shortage of scrap metal, and the consequent slowing down in part of steel mills, for lack of serap material. 
he ens , = . . 
“ The President of the United States and Mr. Donald M. Nelson, chief of the W.P.B.. have both made sev- 
c- eral appeals to the public to turn in their scrap. The Steel Companies and associated industries have raised 
'y- a large fund for paid advertising asking for serap. 
at 
r And the results of all this—the scrap shortage today in the LU. 8, is as acute as ever, and unless something 
- effective is done before snow flies, our production of ships, tanks, airplanes and munitions will have to be 
curtailed considerably this winter for lack of serap. 
Meanwhile we are in war up to our necks, fighting the most efficient and ruthless combination of armed 
forces the world has known. Fighting for liberty and the freedom of life that is all in all to us. 
And the remedy for this scrap shortage? 
Gentlemen, it is entirely in your hands. 
stic , ° ° ° ° = . 
of The only medium through which this serap metal can be secured in ample quantities before snow (when 
aio it will be impractical to collect it), is the daily news paper. 
ille- _ , 
ithe dnd we have proven it in Nebraska. 
ard . 4 ; . , : ; , 
ntly Early in July, we of the World Herald decided it was time to quit telling our readers to wake up, and to 
tion do a little waking up on our own account—as | am now urging you to do. Early in July we decided there 
art- was plenty of scrap metal on the farms and in the homes of Nebraska, and we devised a contest to run from 
July loth to August 8th, a period of three weeks. We offered $2,000.00 in state wide cash prizes. Other 
| 000 firms and individuals offered a similar amount in their local communities. 
rade 
lotel We announced the contest on July 12th. We organized Nebraska in every one of its 93 counties, and the 
tated 


organization included everybody from the Governor of the State to the youngest Boy Scout. and we had more 
tified . mg . . . 4 . = +, . 
7 volunteers than we knew what to do with. Our prizes were unimportant in the end. The people had dis- 
vous covered a tangible way to help win the war. 


tron 


v8 We published from July 12th to August 8th five to ten columns each day of promotional news and _pic- 
tock . . . +. . 4 ° 
; tures on the campaign, and about 8 pages of display advertising during the four weeks, contributed free 
of charge by Us. 
com- 
t the Previous to the campaign, the salvage officials told us that Nebraska had been pretty well cleaned of scrap 
trade metal, showing a per capita return of 15 pounds, one of the best State records in the nation. 
nust The Results—On August 8th, the close of the contest, we had collected in Nebraska in the 3 week contest 
n and period over 130 million pounds of scrap metal, or an average of about 100 pounds of scrap for every man, 
zed woman and child in the state. Over three times what any other state has collected per capita since Pearl Har- 
et bor. And a very large part of this serap was donated, the proceeds going to war charities. 
UNess z 
And, in addition, we uncovered more millions of pounds of scrap which will come in during the next few 
weeks, but which could not be gathered in a 3 week period. Harvesting also hurt the plan, as the farmers 
were too busy to “turn in.” (But they will now.) We couldn't wait if we were to get the other news- 
South papers of America to adopt some similar plan before winter, and to thereby render an immense service 
_ to the nation in this great emergency. 
Your : ‘ ‘ , _. ; 
victs é If you other newspaper Publishers will do in your states what the World Herald did in Nebraska, you 
ge of can collect during September and October, from the communities in which you live, a total of five to ten 
— million tons of scrap metal. After that, with snow on the ground, it will be very difficult to make collections. 
maker ‘ 
aw the In many states, one newspaper will not be sufficient for a city or state wide campaign. But surely in the 
Ne . . . . . . of 
face of grave national danger, we are all Americans, and newspapers can get together in their own states 


to render a great collective service to the nation. 


In Nebraska, with very few exceptions, the out-state newspapers and radio stations went “all out” in 
their efforts to have Nebraska set a standard for the nation, 


Gentlemen, you know the facts as to the shortage of scrap. You know what can be done, and you know 
the newspaper is the only medium that can do it. 


Will you give this unselfish service to the nation, and thus see that our boys and allies at the front are 
properly equipped this winter, or will you continue to “Let George do it?” 


We have prepared a booklet giving full information and details as to just what we did in Nebraska, just 
who will help, and everything you'll want to know. It's all yours, free of charge. Merely write or wire the 
World Herald, and we'll tell you everything. And we neither seek nor want any mention of our newspaper. 
We only want your newspaper to do what no one else in America can do. Get the scrap. 


In closing, | would like to tell you that in my 39 years of service with the World Herald, we have never 
done anything that has aroused such tremendous and state wide enthusiasm, as this state wide campaign. It 
was a veritable “Prairie fire.” 


Gentlemen, it's up to you, as far as the rest of the United States is concerned, 


Henry Doorly. 
Publisher, Omaha World Herald. 


P. S.—Canadian newspapers can do the same thing in Canada, and we'll be glad to furnish them full in- 
4 formation. 
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ADVERTISING AGE 


August 17, 1942 


Treasury Gives 
New Assurance on 


Good Will Copy 


New York, 12.— Renewed 
assurance that Treasury De- 
partment will view sympathetically 
advertising expenditures growing 
out of special wartime problems 
emerged this week as the highlight 
of a campaign launched by the 
Office of Inter-American Affairs to 
enlist the cooperation of American 
business in maintaining advertising 
schedules in Latin America. 

Announcement of the project by 


Aug. 
the 


Nelson Rockefeller confirmed a 
story published in the June 15 issue 
of ADVERTISING AGE, which reported 
discussions on the allowability of 
export advertising as a deductible 
item for tax purposes, at a time 
when lack of shipping severely cur- 
tailed normal merchandising in 
Latin American markets. 

The Treasury’s viewpoint was 
reflected this week in an interchange 
of correspondence between Mr. 
Rockefeller and John L. Sullivan, 
Assistant Secretary of the Treasury. 
The Coordinator of Inter-American 
Affairs pointed out that the coop- 
eration of American business men 
would be more readily forthcoming 
if the Treasury Department would 
give “assurance that normal expen- 
ditures for advertising in Latin- 
American radio and press by United 


States companies, even though in 
some instances their products are 
excluded froma the market or are in 
subnormal supply through no fault 
of their own, would be considered 
as a justifiable and deductible ex- 
pense.” 


Urgency Stressed 


Mr. Rockefeller went on to 
plain that the maintenance of adver- 
tising, protection of trademark 
recognition and good will is vital 
to American exporters, who must 
“appeal to the peoples of the other 
American republics to share sympa- 
thetically in the necessary sacrifices 
and to explain how existing supplies 
may be conserved.’ Unless this is 
done immediately, he _ asserted, 
“serious ill will and criticism of the 


| United States will result.” 


ex- | 


Mr. Sullivan restated the Treas- 
ury’s previously expounded policy 
on advertising budgets as follows: 

“Expenditures for advertising for 
the purposes stated, if they are not 
extravagant and out of proportion 
to the size of the company or to 
the amount of its advertising in the 
other American republics in the 
past, and bear a reasonable relation 
to the business activities in which 
the enterprise is engaged, are con- 
sidered ordinary and necessary 
under existing conditions and are 
|deductible for federal income tax 
| purposes.” 


i 


Suggests Coordination 


Upon receipt of this assurance, 
Mr. Rockefeller dispatched a letter 
/to 500 U. S. companies interested in 
| foreign trade, asking that they coop- 


TRUCKIN- ON DOWN... 


Like all business men in war, farmers face new 


problems every month. They need new answers. . . 


war-time answers. So they turn to Farm Journal, 


a magazine friendly enough to help, alert enough 


to see, keen enough to probe, courageous enough 


to state the truth, quick enough to deliver it while 


fresh and usable. 


Here’s an instance: Millions of extra tons of farm 


products must move to market — 


with few new trucks or tires. Farm 


Journal saw the problem and found 


the answer. 


sota farm co-operative’s strategy in 
making one truck do the work of 
five—by a pick-up system, capacity 


loads, express-train schedules, and 


return loads. 


It analyzed a Minne- 


FARM > 


JOURNAL 


GRAHAM PATTERSON, Publisher 
WASHINGTON SQUARE, PHILADELPHIA 


with a World to Feed 


When Farm Journal published this story in July. 
things happened fast. A week later in Chicago, a 


congress of farm co-ops took 


it up. Another state 


group sent a delegation to see the plan at work. 


Other marketing centers wrote. Truckers across 


the country wanted facts and figures. Soon millions 


of farmers will be moving goods to market more 


efficiently—saving trucks, tires, time, and money. 


Such editorial alertness has led 


product in 


farm men and women to award 
Farm Journal the largest rural read- 
ership in history. 


Farmers know 


they will find answers to their war- 
born questions in FARM JOURNAL. 
If they also find the story of your 
its pages, you'll find 
them responsive. 


OVER 2,600,000 ....OVERWHELMINGLY AMERICA’S LARGEST RURAL MAGAZINE 
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TWIN COPY BOWS 


Teej ° 

“ ftv 1412 

EXCEPT FOR THE WAY WERE 
f oRESS 


ee 


Feature Libby's Fruits in tin, glass or 
for quick easy soles, Novelty Display 
eveilable from your Libby Selesmen or 


i 


Using a "twin" theme, Libby, McNe || 
& Libby is introducing its fruits packed 
in both tin and glass to the grocery 
trade. In business papers the company 
pictured its product in two pacss 
promised that the same quality ¢ 

vailed in each, and offered the disp ay 

pictured above to retailers. 


|erate in a joint effort “to condu 
well-planned and coordinated 1. 
vertising program in the Ame) 

to maintain their brand names d 
trademarks.” Advertising is urger'|, 
needed, he declared, in spite of the 
| disruption of normal shipping 1 
business activities. 

Mr. Rockefeller also placed e:n- 
| phasis on the fact that newspa) 
radio stations and business publica- 
|tions in the other Americas “hive 
‘been most friendly to us. They 
have refused considerable advertis- 
|}ing and revenue from Axis sou 
Likewise, they have discontinued 
free news, photographs and othe 
'material furnished by the Axis, and 
| instead have subscribed to the more 
expensive services of our U. S. news 
/associations. These same _ publica- 
jtions and stations can be and will 
continue to be important media to 
you for the transmission of you 
sales messages to the consumers in 
the territories they serve.” 

As a followup to the initial mes- 
sage dispatched by Mr. Rockefeller, 
{representatives of the Commerce 
|Department will shortly call on 
business executives to discuss the 
}objectives of the program more 
jfully. They will also explain to 
|advertisers how expenses for su 
purposes may be charged 
|income taxes. 
| Don Francisco, tormer president 
|of Lord & Thomas, now director of 
| the radio division, Office of Inter- 
American Affairs, has been one of 
the prime movers in the effort to 
 entist the support of American 
advertisers in the Good Neighbo! 
program. Harold N. Elterich, for- 
|merly vice-president of Gotham 
Advertising Company, was recent!) 
|}named special consultant on adver- 
tising, and is directing the current 
| campaign. 


against 


| Toronto Wins Cup 


The Advertising and Sales Club 
|of Toronto has won for 1941 the cu} 
| awarded annually under the n- 
sorship of the National Fede: 
of Sales Executives. The cup !s 
presented to the club “which oes 
the most in a given calenda! I 


for the advancement of sales! 


PAUL H. RAYMER CO, NATIONAL eepRes: TATIVE 
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RUTH CROWLEY, R.N. 
Beauty Editor 
Home Nursing & First Aid 


SUE BARRETT 
Fashion Editor 


LUCILLE CASS 
Assistant to 
Home Economics Editor 


GUDRUN ALCOCK 
Women’s Editor 


MARY M. ALDRICH 
“Today's Children” column 


DORIS WALLACE 
Fashion Photographer 


: ETHEL SOMERS 
« Home Economics Editor 


RUTH CAMPBELL | 
“Today's Problems” column“ ~ 


WOMEN AT WORK! 


In the first six months of 1942 ... more than 200,000 requests 
for recipes, reprints, directions, information, help of one sort or 
another ... were received by the Women’s Pages of The Sun . . . from 
the women of Chicago! ... That's a record that no new newspaper 
ever equalled, and few old newspapers can beat! 

Meet the women who did the job... all experts in their jobs! 
In six months they have made hundreds of thousands of friends for 
The Sun...turned out women’s pages that Chicago women read, liked, 
trusted, used. And as far as you—and advertising—are concerned, 
they made the seven month old Chicago Sun a sales medium! 

These women editors of The Sun are valuable aides to advertisers, 
too ... They build the reading habit and confidence in the paper . . 
keep women interested in their jobs, in products and services— 
including yours! ... They create a sure audience and assure a high 
reception for worthwhile advertising in The Sun pages . . . They serve 
the same women whose business you want, make sales to the women 


who make sales for you! ... Watch The Sun—and grow with it! 


CHICAGO SUN 


THE BRANHAM COMPANY, National Advertising Representatives 
Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, 
Memphis, New York, St. Louis, San Francisco, Seattle 


KAY MONSON 
Assistant to 
Home Economics Editor 


JEAN THOMAS 
Shopping Advisor 
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|buys a bomber today, a bungalow 


Bonds for Future =" 
| The campaign, which breaks the 
| first week of September in Collier’s | 
Purchases Theme jand Life, has the following objec- | 
tives, as defined by Hotpoint offi- 

of Hotpoint Dri 
p giving utilities something to adver- 
Chicago, Aug. 13.—Edison General tise, and maintaining the contact 
Electric Appliance Company—-better | staffs which have proved so vestul | 


alive; selling bonds; giving the} 
public a definite reason for saving; 


cials: keeping the company name} 


known as Hotpoint because of its|in appliance merchandising. | 


electrical appliances—will launch a Besides the weeklies in which the 
“bonds first, appliances later’? cam- | campaign first appears, the follow- | 
paign in national magazines in Sep- | ing magazines are on the media list: | 
tember, with a theme which may)! American Home, Better Homes &| 
shortly be appearing in utility copy | Gardens, Bride’s Magazine, House | 
all across the country. Beautiful and Electricity on the) 
Like many another manufacturer! Farm. Newspaper copy to be used | 
who no longer has his peacetime) by the utility companies will employ 
product to promote, Hotpoint was|the same themes as magazine copy 
forced to consider what means it|for Hotpoint, and will stress the| 
should adopt to keep its name alive. | bond-buys-bungalow idea. 
Like other manufacturers, the com- | . 
pany had the alternative of discuss- | Ideal for Utilities 
ing its present war work, discussing | 


'three ways. 
magazine advertising, second is the | 
Although the promotion of bonds | 


ing, either to stress service, in- 
creased current use or appliances, 
with the dawn of the industrial 
power demands the _ utility 


to advertise anything. 

Under such circumstances, utility 
advertisers found they could not 
advertise appliances, which had 
gone out of the picture, nor current 
use, which was already strained to 
breaking point, and—since they 
were already a little jittery over 
some of the ideas expressed by ad- 
ministration spokesmen—the funds 
earmarked for newspaper advertis- 
ing weren’t being used. The Hot- 
point theme offers the utilities a 
chance to come out of their promo- 
tional shell, and most utility execu- 
tives who have seen the Hotpoint 
presentation have expressed en- 
thusiasm over the project. 

The Hotpoint promotion works 
First is the national 


newspaper advertising to be offered 


the future, or using straight institu- to be earmarked for purchases not|to utilities, third is an elaborate 


tional copy. now possible because of war restric- | 

Hotpoint chose to talk about the|tions is not a new idea, Hotpoint 
future, and to provide the public/has put it to good use in a field 
war bonds. 


All of the company’s|are scarce. Utility men are not 


. ° , —_ | 
with a concrete reason for buying| where suitable advertising themes | 


copy, and that of the utilities which| too confident in Washington. | wholesalers, jobbers, etc., which | 
later will tie in with it, shapes along | Although utilities are habitually | outlines 


one theme: 


mail and literature kit. The presen- 
tation, which embodies direct mail 
broadsides for mailing by dealers or 
utilities, has two outstanding items. 
One is a book which will go to 


the Hotpoint plan. The 


“A bond bought now! good users of newspaper advertis-|second item is a “Home Planning 


(6 Mon 


«AREA 
.. OHIO'S 


UBLE 


1, 


ths Period) 


Add to A GREAT INDUSTRIAL CITY OHIO’S RICHEST 


AGRICULTURAL AREA and you have a truly DOUBLE- 


VALUE MARKET a market which is more thoroughly 
covered by one newspaper than any other market in Ohio. 


TOLEDO BLAD 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


men | 
. *,se | 
found themselves in a poor position 


STRESSES EARMARKED BOND-BUYING 


—_ 


Our New HOTPOINT ELECTRIC KITCHEN 


BUY WAR BONDS Kea 


Js quit Cnound the Com. . 


ceoing the dey when | 
nt abeast—e Metperine & 


tere det ghetull 


5 deem extree Dorcher — 
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| lie - 
. ~omet as 
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Stressing bond purchases to buy the homes—and the electric appliances—of the 
post-war era, Edison General Electric Appliance Co., (Hotpoint), will launch a 


national campaign in September. 


Copy similar to this will be used by utility 


companies in newspaper advertising, since utility men have approved the bond- 


selling approach as an advertising theme. 


Maxon, Inc., is the agency. 


File,’ a file box made from red 
cardboard and lithographed to rep- 
resent a house. In the file are 
envelopes to contain ideas for that 
dream house which many a family 
|hopes for in the post-war era. And 
with the file is a blank which gives 
a convenient form for listing war 
bonds purchased, amount and dates 
of maturation. This file will be sold 
to utilities, which are expected to 
give the files to their customers. 


Utilities Have Contacts 


Utilities bulk large in the Hot- 
point scheme for many _ reasons, 
including the fact that the utility 
/companies still have much of their 
| sales or contact staff remaining. 
The utilities have service men, 
familiar figures in the house which 
/has numerous electrical appliances; 
home service women, who call upon 
jthe housewife, hear her criticism, 
stress proper means of operation 
and-——more recently—aid in promo- 
tion of the government’s nutrition 
|plan. Finally, the utility has a 
| regular contact with its customers, 
| because the great bulk of them pay 
|bills in person, and therefore the 
|utilities have a natural opportunity 
to aid in the sale of defense bonds. 

Hotpoint feels confident that the 
soldier wants a home after the war, 
jand that the defense worker—now 
confined to trailers, small apart- 
jments and jerry-built houses — 
wants one, too. Further, the com- 
pany feels, along with other adver- 
tisers who recently have espoused 
similar ideas, that self-interest is 
the key sales talk in war bond sell- 
ing. Emotional appeals, which here- 
tofore have held the spotlight in 
bond sales programs, have _ their 
place, of course, but the answer to 
steering the war worker’s income 
into Uncle Sam’s hands seems to be 
placing it on a cold cash, future 
purchase basis. 


Naturally careful of intimating 
|that the program has government 
commendation, Hotpoint officials 
will say that the Treasury Depart- 
ment expressed itself as _ pleased 
, with use of the idea by utilities and 
other retailers. 

Maxon, Inc., directs the account. 


DCB Expected 
to Get Proposal 
for Radio Curfew 


Washington, D. C., Aug. 14.—A 
| War Production Board suggestion 
that radio stations throughout the 
country, with the exception of a few 
| key outlets, be shut down at mid- 
night, will probably go before the 
Defense Communications Board for 
consideration next Thursday, it was 
learned here today. 

According to Federal Communi- 


|cations Commission officials, the 
| WPB recommendation is simply one 
|of many conservation ideas ad- 
! 


vanced, and was contained in 4 let- 
ter to the FCC, signed by Leighton 
Peebles, chief of the WPB com- 
“munications equipment bran¢ It 
was regarded as unlikely that any 
| decision would be made before the 
| DCB had an opportunity to digest 
results of a survey among radio sta- 
tions seeking to determine what the 
transmission tube situation | 

Contrary to reports that ined 
wide circulation, FCC spokesme! 
said today that the WPB is not '" 
favor of removing small tions 
|from the air for the duration. | 
| this point FCC agrees. 

It is understood that ma 
tions now operating on a 2 
basis are doing so as a war meas 
ure, at the request of Army 
ties. 


“Ask your 

Agency 

to ask the a 
COLONEL?” & = 


790 


_ FREE 


W LOS ANGELES « Blue Network 


KECA 


EARLE C. ANTHONY, INC. 


KC 5000 Watts Day and Nisht 


& PETERS, INC. 


7 Exclusive National Representatives 
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Even with STAGGERED 
WORKING HOURS 


It’s Still A STAGGERING PAYLOAD 


One billion rides a month with Transitads in 304 cities is the size of 
it—a tremendous twenty per cent average increase over last year. 
And the tide rises. Staggered working hours, speeded schedules, 
reconditioning of old equipment —every available measure is being 
applied to cope with the growing payload of public transit passen- 
= gers. American Transit Association's hopeful estimate of 17 billion 
the fares for '42 is already far exceeded at many points. 


ve THIS COMBINATION WORKS 


_— Today’s Number One Out-Of-The-Home medium grows apace in 
_— effectiveness, now lives longer with more live customers than ever 
let before. Only in Transitads can the advertiser deliver his full-length 
: story in dynamic big space, full color to masses throughout every 
a hour of every day—and night. Only in Transitads can prolonged 
st selling pressure (average ride, 20 min.) be applied just before the 
customer reaches a store. Only in Transitads can this high quality 
circulation be bought as low as 5c per thousand. Smart advertisers 
are realizing it. You can't stretch a streetcar! 


Prenat TRANSITADS 4 


CHICAGO-400 N. MICHIGAN AVENUE 
NEW YORK-366 MADISON AVENUE 
Offices in 23 Principal Cities 
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market for any commodity” through any proposed licensing agreement 


Senate Patents bgt any patents used in such| might risk cancellation of the pat- 


a manner null and void. | ent. 
| Insisting that it would be un- To illustrate the “democratic” 


s 2 
Committee Wei h necessary to reform the patent law, advantages of the case method, Mr. 
g § Mr. Arnold stated that he was con-| Arnold spoke of the necessity of 
|preventing any patent law from/funds in cooperative advertising 
ro roposa § slowing down war production or|campaigns to meet the advertising 


turning over the control of either | power of chain stores. 


1 ¢ domestic or foreign commerce to : 
Cartels, Pools Hit in |any powerful minority. Co-op Ad Problem 
i a “To meet this disadvantage inde- 
Testimony = Rubber Asks “Case” Approach pendent retailers often pool their 
Production Plans | His proposed bill would require| funds in a cooperative advertising 
ithat all patent assignments and!campaign, offering special sales at 


Washington, D. C., Aug. 18.~<n} tigeteiaeee must be filed in writing! which named commodities are sold 
Members of the Senate patents com- with the Attorney General; that no! at a special price,’ Mr. Arnold said. 
mittee this week weighed a formula| infringement action could proceed |“Of course, the members of such a 
submitted by Assistant Attorney| without serving notice on the Jus-| cooperative advertising effort deter- 


General Thurman Arnold for ending} tice Department; that any license | mine the sale prices they advertise. | 
the use of patents in “marketing! which has the effect of unreason-|Is this unreasonable restraint of | 
monopolies” without destroying the|ably limiting the supply of any) trade? No _ possible rule can be| 


fundamental patent law of the land.|article moving in interstate com-| made in the abstract. 

But attention to Mr. Arnold’s| merce is declared illegal, and that “If the cooperative advertising 
compromise solution to the problem | any criminal penalty for misuse of a/ effort is large enough to substan- 
of patent abuses was almost eclipsed | patent would be inapplicable where | tially dominate the market, it is bad. 
by testimony on “international pat-| prior full disclosure had been made | However, if it is necessary to enable 
ent cartels,” and denials of charges! to the Attorney General. | independent retailers to compete, it 
that the major oil companies were Thus, according to Mr. Arnold,|may be reasonable. The size and 
conspiring, through the Rubber Re- | the ‘case method” that has been) power of the chains, the character 
serve Corporation, to monopolize|applied in the proceedings of the/|of the advertising, the quantity of 
the production of synthetic rubber.| Federal Trade Commission and the} goods they sell in the particular 

Mr. Arnold’s solution was pre-|anti-trust division of the Justice locality are the determining factors 
sented in the form of a bill which} Department, which he heads, would | under the case by case approach.” 
would penalize the use of patents! give patent holders the opportunity Only by consideration of each in- 
by large industries to “control the|of finding out in advance whether | dividual case where patents have 


been used to build monopolies can AIDS CAMPAIGN 


the pa 


Arnold insisted. 


The 


chose the Masonite case as an ex- 
,ample 
|cerned only with the problem of | independent retailers to pool their | 


conden 


but insisted that the court’s decision 


“ 


was 


horse was gone,” domination of the 


industr 


Probe Monopoly Charges 


The 


Pvt. John R. Jacobs, Jr., former 


special 
divisio 


alleged “cooperation” between the 
| Standard Oil Company of New Jer- 
sey, the du Pont company, and the 
German I. G._ Farbenindustrie, 


which 


straint 


poratic 
co 


operat 
Compe 


a “Ge 


CONVEY 


Advertising managers are sailing 
troubled seas these days, but those who employ J & O experience 
and skill... to guide them through the perils of production... 


reach their destination or schedule and with colors flying. 


CONTACT 


JAHN & OLLIER ENGRAVING CO. 


Makers of Fine Printing Plates + Artists + Photographers 


817 W. WASHINGTON BOULEVARD «+ CHICAGO «+ TELEPHONE MONroe 7080 


| Wash. 
| (Dem. 


| LaFollette (Ind., Wis.), all members | which have been made for revision 


of the 


in the Arnold proposals, but indi-| The work is complete and ex- 


cated 


eration would precede any projected | might well be considered as a use- 


| revisic 
views 


The testimony of the committee has|tion, and in their relation to the 
already filled seven published vol- 


umes, 
have 


legislation. jas to solve any of the numerous 
| |problems or difficulties involved jis 
NAM PATENT ADVISER |likely to be disappointed, however, 
AUTHORS NEW BOOK |particularly in the chapter headed 


New York, Aug. 12.—‘‘Patents and | “Conclusion,” which gives the im- 
Industrial Progress,” by George E.| pression that all is confusion with 


Folk, 


National Association of Manufac-| law, and suggests no means of cut- 
turers, has just been published by ting the Gordian knot. 


of methanol, a wood alcohol with | 
possible use as a motor fuel, as 4, 
example of use of patents in re- 


Wednesday afternoon Richard J. will distribute 100,000 copies of a | 
Dearborn, a special adviser loaned | yp of the September cover of Par ots’ 
to the RFC Rubber Reserve Cor- 


denied charges made earlier by | and a war bond. 


dard Oil to keep the production of| plete discussion of the testirony 
synthetic butadiene in the hands of | presented in the hearings on pa ‘ents 


Sen. Homer T. Bone (Dem.,|}nomic Committee and before the 


“= 


tent evils be remedied, Mr. 
Assistant Attorney General 


of “outrageous patent policies 
ined by the Supreme Court,” 


locking the door after the 


‘y having been achieved. 


committee this week heard 


attorney in the anti-trust 
n, outline the history of 


q Their Passport to VICTOR) 
BUY LS WAR STAMPS AND BON 


in effect retarded production 


of trade | The Victory Display Committee, co. 
ed operating with the Treasury Departr ont 


i 


Magazine to retail stores, featy ing 


y by the Texas Company,) three youngsters, their war stamp books 


Starnes, an independent oil — 
or, that he and the Texas| Harper & Brothers. It is priced «: $3 
any had conspired with Stan- The unusual volume is a <om- 


rman-American patent pool.” | before the Temporary National Eco- 


), Senator Scott W. Lucas,| current Senate committee, as well 
, Ill.), and Sen. Robert M.j/as of scores of legislative proposals 


committee, expressed interest! of the patents system. 
that months of careful consid-| ceptionally well documented. and 


m of the patent law, in inter-| ful introductory course in the rami- 
granted ADVERTISING AGE.| fications of patent law and applica- 


‘anti-trust laws. The reader who 
and hundreds of business men| expects to find a concise formula 
asked to be heard on patent|for amending the existing laws so 


special patents adviser to the, regard to proposed changes in the 


Proto by Praise CENDREAU-*" 


WORCESTER PAYROLLS 


UP 55% OVER 1941 
255% Over Peacetime '38 


Hercester industrial payrolls, first six months of 194 


it 


with similar periods in ‘41 and ‘38, as reported by Werc 


of Commerce. 


War orders have sent Worcester’s industrial employme" 

wages, production hours to new peaks, creating an all-tim® | 
high in BUYING POWER here in the heart of industrial New 
England. Advertisers may cover this rich market through The 
Telegram-Gazette ALONE — there is no other Worces'é’ 
daily. Circulation: more than 138,000. Population: Worces'®’ 
193,694. City and Retail Zone 440,770. 


Th TELEGRAM -GAZERTE 


WORCESTER MASSACHUSETT 


= Georce F. Boorn, Publsh3- 
OCK amd ASSOCIATES, NATIONAL REPRESE 


OWNERS of RADIO STATION WTAG 
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“may SON WALTER is at Camp Croft. He never 
was much on letter writing. Anyhow I guess 
he hasn’t much time to write now. 

“But every Friday when I get my copy of LIFE 
it helps take the place of a big, fat letter from him. 
nd his letters when they come are more enjoy 
able because LIFE gives me a better idea of what 

he’s talking about. 
“LIFE so often has articles about soldiers like 
alter. It shows them hard at work in camp, and 
ws what they do in their spare time. 
“It’s some comfort to see that our boys are 
<en care of so well, and that they're learning 


things that will come in handy after the war. And 


| E also shows the officers who are in charge of 


the boys, and they seem to be a very fine group 
of men. 


LIFE is Walter’s favorite magazine and it 


makes me feel closer to him to read it every week. 
| always send him LIFE, and he says he sure is 


glad to get it.” 
Many, many reasons 


That's why one particular woman likes to read 
LIFE every week. LIFE is a connecting bond be- 
tween families the war has separated. 

21,900,000 people read LIFE every week— 
many of them have to borrow LIFE because 
there aren’t nearly enough copies for everybody 
who wants to read it. Conceivably each person 
in this vast group has his own private reasons 
for reading LIFE. 

\ll these reasons meet on the common ground 
that LIFE has found an interesting, informative 
way of mirroring our way of life and our fight to 
keep it. LIFE makes important things easy to 


understand and hard to forget. It also portrays 


A big, fat letter to Mom 


the smaller things that help make a rounded pic 


ture of America. 


Because LIFE means so much to so many peo- 
ple, it has become the nation’s first magazine in 


which to advertise goods and to present business 


messages born of the war. 


“America’s Most Potent 
Editorial Force” 
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Anti-Freeze Copy 


Due This Fall | 
Despite Shortages 


Budgets Compare | 
Favorably with | 
Last Year's $800,000 


New York, Aug. 11.—Though the 
anti-freeze industry faces uncer- 
tainties in production and supplies, 


an investigation by ADVERTISING AGE | 


this week indicated that advertising 
expenditures this fall will compare 
favorably with last year. Three 
leading manufacturers are estimated 
to have spent a total of $800,000 in 
newspapers, magazines and network 
radio during the 1941-42 season. 

War Production Board consumer 
allotments for manufacturers of the 
three major types of anti-freeze— 
ethylene glycol, methanol and 
ethanol—have been cut drastically, 
though the percentages vary for 
each of the three types and are 
broadly based on previous years’ 
sales of individual brands. Na- 
tional Carbon Company’s Prestone 
and du Pont’s Zerex fall under the 
ethylene glycol heading, while the 
former’s Trek and_ the latter’s 
Zerone are methanol compounds. 
U. S. Industrial Chemicals’ Super- 
Pyro uses ethanol. 


Features Service 


National Carbon will place its 
major emphasis on Prestone with a 
color spread, consisting largely of 
service copy, scheduled to break in 
October issues of 15 general maga- 
zines, 12 automotive business papers, 
11 farm papers, six medical and two 
teachers’ publications. In past years 
the company also has used about 
500 newspapers throughout the 
country, but this year’s plans will 
be held in abeyance pending later 
developments. The medical and 
teachers’ publications have been 
scheduled on the assumption that 
doctors, nurses and school teachers 
will not have their driving curtailed 
by gas rationing. 

Prestone’s general magazine list 
will consist of American Legion 
Magazine, American Magazine, Col- 
lier’s, Country Gentleman, Field & 
Stream, Liberty, Life, Look, Mac- 
fadden Detective Group, Newsweek, 
Outdoor Life, Popular Mechanics, 
Popular Science Monthly, The Sat- 
urday Evening Post and Time. In- 
sertions appearing in the 12 auto- 
motive papers will be shared jointly 
by both Prestone and Trek, the 


latter not being scheduled to receive | 


any consumer promotion during the 


NEW HAVEN 
is F that! 


The first publication in America 
to afford medical information to 
physicians, surgeons and hospitals 
was published in New Haven in 1788 
by the New Haven Medical Society. 
This little publication occasioned 
the first plan for the medical fra- 
ternity to keep an actual case record 
of their patients. 


Che New Haven Register 


allotment. The National Carbon 
account is directed by J. M. Mathes, 
Inc. 


To Use Magazines, Dailies 


E. I. du Pont de Nemours & Co., 
in newspapers and magazines, 
through Batten, Barton, Durstine & 
Osborn, plans to resume advertis- 
ing this fall for both its Zerex and 
Zerone brands of anti-freeze. 

U. S. Industrial Chemicals, whose 


|Super-Pyro consists of ethanol, or 


lethyl alcohol, reported it would 
“continue to advertise during the 
°42-43 season on about the same 


basis as last year,” with newspapers 
and outdoor posters providing the 
backbone of the drive. The cam- 
paign will extend from October 


the major anti-freeze markets north 
of the Mason-Dixon line except the 
Pacific Northwest. 

Super-Pyro has already launched 
copy in business papers using a 
“buy now” theme. Dealers are 
assured the supply of Super-Pyro 


through December, and will cover | 


7 | 
|'42-43 season due to a limited WPB| is ample “if orders are placed now,” 


but are warned that no predictions 


|can be made for the future. Tracy- | 


|Locke-Dawson, Inc., is the Super- 
Pyro agency. 


Abbott Kimball Has 


Revlon Account 


In reporting forthcoming adver- 
tising plans of Revlon Products in 
the Aug. 3 issue, reference was 
made to Gotham Advertising as the 
agency for this account. 

Gotham handles only export ad- 
vertising for Revlon, while the do- 
mestic account is directed by Abbott 
Kimball Company, New York. 


Publishes ‘Almanac’ 


Automotive News has _ recently 
| published its Ninth Annual Alma- 
nac, a review and reference book on 
the automotive industry. 


Agency to New Location 


Agricultural Advertising & Re- 
search, Inc., Ithaca, N. Y., will move 
into its new quarters at 306 State 
street about Oct. 1. 


Stephano Assails 
Pennsylvania Sales 
Tax on Cigarets 


Harrisburg, Pa., Aug. 12.—A new 
court suit against the validity of 
Pennsylvania’s cigaret sales tax, 
which levies one cent on each 10 
'cigarets, has been filed in Dauphin 
| County court by Stephano Brothers, 
Philadelphia, manufacturer and 
wholesaler of cigarets. A _ similar 
action taken more than a year ago 
was ruled out by the court. 

In the current suit the company 
has asked the court to restrain Sec- 


enforcing any penalty for failure to 
pay the tax. The firm claims the 
law is unconstitutional because the 
title of the act does not clearly ex- 
press its contents. 

While the first action brought by 
the company contested the cigaret 
tax act generally as applying to all 
transactions, the new suit will test 


retary of Revenue Edward B. Logan | 
from collecting $3,691 in taxes, or | 


TE SS _ — 
l the taxability of cigarets given 
|jaway. The company said that be. 
tween Jan. 1, 1940, and Oct. 4, 194) 


it distributed 3,691,918 cigarets to 
Philadelphia firms for banquets 


, » to 
salesmen in Pennsylvania 4. 
| samples, to employes and ty) . 
number of Philadelphia po! ceme,, 


in the vicinity of the plant. 


Gets Photo Account 


| Photo Reproducing Equ men; 
| Company, Newark, N. J., has »laceg 
\its account with Lewis Adve tising 
Agency, Newark. The campai; ) wij) 
include newspapers, business ; aper, 
and direct mail. ; 


Simpson at WWL 

Jack Simpson, formerly dio 
director of Stone-Stevens-Ho . cot. 
Halsey, New Orleans, has beep 
named production manager of \VWL 
in that city. 


Gets Muzak Account 
Muzak Corporation, New York 

has appointed Erwin, Wasey «& Co 

New York, to direct advertisir 2 
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n | has been switched to tank armor | stunned at losing their sales posi- | Charge Misrepresentation 'THAT'S ALL' 
4 Furnace Maker plate, so that the new salesmen/|tions. Many of these men have a}|. Bo P a h Sal — — 
1 enlisted under the plan will not be| wide range of sales experience. . ./ in x eac es 
“ o selling furnaces and air conditioning | good character .. . that would be a| Complaints have been made to} 
0 ts Jobless equipment, but service — replace-| real asset to our organization, and | the division of the agricultural see | 
4s ecrul 'ments and repair. ‘again be happy to earn their way | keting administration by the Towa 
. | Since the furnace maker has fol-|on the sales front. There are any | a agen Se See 
n lowed the practice of selling direct|number of these men groping in the ar aa pay tt « - they w= te in 
fa esmen or fa to the public through its own fac-|dark, unemployed. Find them! /the Des Moines area. The box 
tory branches, there obviously is!/ Tell them the Holland story.” method now used in Arkansas to 
Chicago, Aug. 13. — Moving | Quite a widespread effort to aug- According to Cc. G. hetgehaantteind | vemgiy oy the peach crop is very simi- 
ggressively to enlist unemployed|™ment its selling organization. In | Holland’s Chicago division manager, | lar to the California method, the > : 
nt calesmen, the Holland Furnace|the past, Mr. Ault said, the com-|the promotion thus far has brought] size of the box is eee ™ 
ed Comp.ny, Holland, Mich., has in-|Pany has followed the practice of|real results. Mr. McAndrews said | {Ut Is. 7 Phaser sae igus Rod 2a =, : 
ne pom 1 its branch managers to set recruiting its manpower in the sales | that Chicago branches, using news- as Weslaia ae daae y SSSerre oT faa 
ors 2 “S jes Bureaus for Unemployed | field from younger men, many of| paper advertising similar to that|~ ‘ on anaes Pe 
salesmen,” and to recruit men for whom were just out of school. War recommended in the “Firepot,” had a4 
Hollar ’s own sales organization. |needs have precedence over business | received numerous inquiries. Most! To Celebrate 50th adh ' 
The company, which employs) these days, and the company no/of the salesmen, he said, will be Elaborate preparations are being Wy 
di some 7,000 salesmen operating be-|l!onger follows its youth-recruiting| hired on a commission basis, with] made to publicize the 50th anniver-| | >; 
tt. tween 400 and 500 branch offices, | Policy. the possibility of becoming branch | sary of the founding of Afro- , 
een belie that its new action will The novel sales bureaus are de-| managers in the future. American Newspapers in Septem- 4 
WL pring many desirable men who|scribed in the furnace company’s eee ber. The latest move is the spon- 4 
nave been forced out of their jobs| house organ, “The Holland Fire- sorship of a a ma eo 
by wartime curtailments. pot,” which, under the headline|Farral to Climalene lee, I eng on rl a SE i 
An teresting facet of the plan, “Holland men, do your part,” de- Rex Farral has been appointed] ball League. The broadcasts are| ~~ z ie na 
rk as explained to ADVERTISING AGE by |clares: “There must be a number of assistant in the advertising and sales} made over WWDC, Washington,| Uncle Sam's bonds received the 
Co F. H. Ault, Holland’s sales manager, | unemployed salesmen in your com- production department of the] and arranged by Henry J. Kaufman,| benefit of this variation by Browne 
is that the company’s production! munity, men who are perhaps | Climalene Company, Canton, O. Advertising. gy of its famous “Wilson, 
— —— at's "slogan, 


The ads appeared 
this month in 95 newspapers throughout 
75 Eastern cities, and will be followed 
by other insertions during the summer. 
White, Lowell & Owen is the agency. 


FCC Authorizes 


Quiz on Records, 
Transcriptions 


Washington, D. C., Aug. 11.—Full 
| factual data on the use of record- 
| ings and electrical transcriptions by 
the radio industry will be gathered 
shortly by the Federal Communica- 
tions Commission, and presumably 
turned over to the Department of 
Justice for use in its anti-trust 
|}action against the American Federa- 
tion of Musicians and James C. Pe- 
|trillo, its president, and other of- 
| ficers. 

The FCC today authorized trans- 
mission of a questionnaire to broad- 
| casting stations seeking to learn the 
jextent of their use of recordings 
|}and transcriptions. 
| The questionnaire will also seek 
| data on the problems raised by such 
bannings of non-union musicians as 
the recent cancellation of the NBC 
broadcast of the National High 
School symphony from Interlochen, 
Mich, 


~— 


If you must reduce your advertising budget... 


sustaining programs that utilize the competitive 


then the first place to reduce it is at the waste-line, showmanship of leading independent: producers. 


And that’s a job the BLUE can do for you. Combine the two halves, and here’s the result. 


Indeed, whether or not you are faced with a bud- More new advertisers have come to the BLUE 


aoe ee . 9 4 Be ‘ @ . . agts ti )- 
vet cut, your advertising may need “reshaping this vear than to any other network. Because t 


to reduce waste caused by today’s fast-changing day. more than ever, the Blue Network delivers 


conditions. And for this job, too, the efficient BLUE 


the most listeners per dollar. 


provides the proper waste-reducing treatment. Named Co-ordinator 


Why not let our sales representatives give you the 


Earl McGinnis, AC Spark Plug 

‘ , 7 ‘ ‘ baad te? Division advertising manager, has 

The BLUE carries vour message coast-to-coast— facts—in BLUE and white. You'll find it's eas) been named co-ordinator of war 
e | 


products for that division of Gen- 
eral Motors. Mr. McGinnis will di- 
rect AC’s new service and main- 
tenance school, which has opened in 
Flint, Mich. 


but without costly excess coverage, and with a (and thrifty) to do business with the BLUE. 


minimum of overlapping between stations. ‘The 


. - Blue Network Company, A Radio Corporation of America Service 
BLLE enables vou to concentrate on the 561 


counties that do 80°° of the nation’s retail buy - 


ing—yet gives you plenty of plus coverage besides. 


WELCOME TO THE BLUE! 


New advertisers on the air or signed for Fall 


\ That’s half the story. The other half is the new 
BLUE program policy. 

| : , Ford Motor Co. 

Hall Brothers 


Kleectric Boat Co. 
General Foods General Mills 
Mail Pouch Minit-Rub 


Paramount Pictures 


Cream of Wheat 


The BLUE backs its sponsored programs with 


Minneapolis-loney well 
original audience promotion that has proved its Dr. Earl S. Sloan 
‘Texaco 


effectiveness in the past six months. Moreover, Socony -Vacuum 


the BLUE surrounds these sponsored shows with 


network 


COPLEY PLAZA 
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Price Ceilings in*‘Advertising 


The Office of Price Administration | retailers and consumers. Its expla- 


has been urging advertisers, includ- 
ing both manufacturers and retail- 
ers, to capitalize the establishment 
of price ceilings in their copy as a 
means both of creating a 
understanding on the part of the 
public of the operations of the price 
control system, and winning good 
will for the advertiser through this 
contribution to the fight against 
inflation as expressed in higher 
living costs. 

Because of some of the obvious 
difficulties connected with the oper- 
ation of the program, many 
advertisers have been reluctant to 
give it whole-hearted endorsement 
through their promotional efforts. 
On the other hand, OPA has shown 
such thorough understanding of the 
problems of merchandisers, and has 
displayed such willingness to assist 
in ironing out inequalities in the 
price set-up, that more and more 
advertisers have seen the advantage 
of full cooperation. 

The H. J. Heinz Company has 
been doing a splendid job of adver- 
tising in behalf of its retailers, 
explaining to the public the difficult 
conditions under which they are 
operating, and bespeaking for them 


the sympathy and understanding of 


consumers. As a part of this gen- 
eral program the company published 
in large-size newspaper space last 
week an advertisement devoted 
and how 


regulations they 
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10 Cents a Copy, $2 2 Yoer 


nation was so intelligently presented 
from the viewpoint both of the} 
manufacturer and the retailer that | 
it might well serve as a model for | 
similar copy devoted to other lines. | 

Speaking of the general maximum 
price regulation, the company says, | 
“This means that your neighborhood | 
storekeeper, as well as the people | 
who supply him, are faced with 
many new and exacting problems. 
He has had to reprice his merchan- | 
dise—hundreds or even thousands | 
of items—according to ceiling prices 
based on his highest March prices, | 
In the larger stores this is a tre-| 
mendous task. And in the smaller 
stores—where the records may be | 
incomplete—it is an extremely diffi- | 
cult one. . . 

“When difficulties arise, you and | 
your grocer should try to iron them 
out in a friendly manner. When he 
does a good job, cooperates fully in 
the difficult task of regulating prices, | 
compliment him... let him know 
that his good work is appreciated. 
Remember that your grocer is sin- 
cerely interested in keeping the cost 
of living down.” 

With so many manufacturers con- 
cerned at present with the develop- 
ment of non-product advertising of 
an institutional or policy character, 
the discussion of price regulations 
and retail price ceilings might 


| easily become one of the most inter- 
entirely to an explanation of price | 


esting subjects which could be 


affect | presented for public consideration. 


Keep Motor Trucks Rolling 


An 
gram for conservation of automotive 
transportation facilities is repre- 
sented by the nearly 5,000,000 motor 
trucks in the hands of private own- 
ers. It is imperative that this divi- 
sion of our transportation system 
be kept in full operation if our 
production and distribution facili- 
ties, so vital to the war effort and 
to civilian life, are to be maintained. 
The railroads are doing a magnifi- 
cent job, in the face of the great 
difficulties imposed by severe limi- 
tations on the production of new 
equipment, and it is equally impor- 
tant that owners and users of auto- 
motive transport continue to receive 
full service. 

The Office of Defense Transpor- 
tation is fully aware of the vital 
part that automotive facilities are 
playing in handling, the freight and 
passenger transportation needed for 
the success of our war program, and 
has been staging regional meetings 


important part of the pro-| 


the purpose of discussing ways and 
means of conserving this indispen- 
sable wartime asset. Every manu- 
facturer related to this market, 


| from makers of trucks and parts to 


in various parts of the country for! 


tire and petroleum companies, has 
a job to do in supplying all of the 
service and information which will 
help users to make the most of the 
transport mileage represented by 
their equipment. 


FROM THE PURCHASER'S VIEWPOINT 


CHECKING 
COUNTER 


"But who's been a customer of yours for the last seven years—me or the OPA?" 


—Progressive Grocer 


Ad-libbing 


Plain Speaking 


One of the most interesting adver- 


. . | 
tisements this department has seen | 
is the Fruehauf | : : ; 
| American actors in the cast, but it 


in many a day 
Trailer ad reproduced here, which 
we clipped from a recent United 
States News. It attacks the serious 
problem of interstate trade barriers 


—in this particular case those inter- | ¢ 
the | is free. 


state barriers which hamper 
movement of merchandise which is 
being trucked—and it does it in a 


| you'll feel the strong fire that is the 


spirit of the United Nations. It 
happens that it was filmed in Holly- 


—— 
——— 


Information 
for 


Advertisers 


The following documents my be 
secured without charge from 


om- 
panies sponsoring them, or th ugh 
ADVERTISING AGE, by any ne’ ona] 
advertiser or advertising ney 
executive writing on his bu. ness 


letterhead. 


No. 2027. Signal Strength 
parison of the Four New © ork 
Network Stations. 

The current coverage pict. of 
the four New York network sti ons 
in terms of signal strength is ; 
in this booklet, issued by Radio sta- 
tion WEAF. Section One ex; 
the relation between signal inte. sity 
and satisfactory radio servi in 


metropolitan New York, with sta- 
tions’ rankings in the metropo itan 
area. Section Two deals with © idio 
families, and Section Three wit the 


relationship between the findin :s of 


wood with English, Canadian and 


is a film for the world to see. The 
Miniver family is your family, the 
family that lives in every house, on 
every street, in every nation that 


“We believe it is important that 
you see ‘Mrs. Miniver.’ That is why 


This is the Kind of Cooperation 


That Wins Wars! 


A Salute to Idaho and Arizona and Alabama « 


to many others among our 48 States! 


to Montana and Connecticut and Georgia 


A Salute tor coming through, in a dire emergency, with the kind of cooperation that wins wars! 


Cooperation in what? In facili 
tating the transportation of me 
terial needed to win the war. not 
only the guns, shells and fighting 
tools, but also the food, clothing 


and by honoring 
of other States. 


ALL STATES 

and other needs of the workers 

who produce those tools. 

Federal request 
And several 

made good on 


Here, briefly, is the background 

Wartime motor transport ran 
into @ paralyzing bottleneck ” 
flood of artificial, legal barriers 
that prevent the efficient move- 
ment of freight between many 
Staten These barriers had ex 
ited for years, costing the public 
millions of dollars annually In 
peace-time, the public unwit- So 
tingly paid the penalty but 
in war-time, these sabotaging 
barriers, creating senseless de- 
lays in production, could not 
be tolerated 

What are these barriers? Here 
are just « few: Limitation of 
length, height, width and weight 
of vehicle, portofentry fees, 


of goods 


have not kept 


mileage taxes, revenue taxes. spe- 


In May, the President and the 
Secretary of Commerce called « 
conference of Governors of the 48 
States The picture was meade 
clear The States were asked to 
eliminate some of these bars fun’ © 
riers by observing certain size meet 
and weight minimums (very 
moderate minimums, much lower 
than many progressive States al 
ready had on thew statute books) 


FRUEHAUF TRAILER 


A New Engla 
! 


Ten days after the conference, 
oll 48 States had agreed to the 


They revised their restrictions up- 
ward to meet the requested levels. 
Some went further, and set still 
higher minimums or eliminated 
some barners not specified by the 
Federal Government 

@ salute to those States 
that are speeding the movement 


Theirs is the kind of co 
operation that wins ware! 


But .. this isn’t... 


honor out-of-state license pletes. 

A large Southern State still 
maintains a weight limit 2,000 
pounds lower than the Federal 
requires permits for big 


ind State hicles be- 
ity a 


ad and clothing for the 
men who make guns and shells 

A State in the South agreed to 
the “floor” weights. but now per- 
mits them on only four highways. 


These are a few examples It's 
& sorry fact that some States are 
giving only 
war effort. Consider these... 

A Truck-Trai 
England was arrested en route to 
a Navy Yard because he hed no 
“special permit”. when getting 
it would have involved a 
delay 


the hcense plates 


lip service” to this 


AGREE, BUT 


driver in New 


States promptly critical 
their promises. 
One State charges out of state 
haulers su t 
they detou 
valuable 


a high heense hat 


Two Eastern States require spe 
cial insurance cards, even though 
insurance is regulated by the 1 CC 

Another Eastern State, with an 
excellent road system, observes 
but is actually @ critical bottle 
neck because all adjacent Stetes 
permit from 10,000 to 30,000 
pounds more 

And there are many .. too many 

other examples of the same sort. 

The kind of cooperation that 
wins ware? 

Not OUR wars! 

Mr. Governor, if your State 
is one that is still fighting « 
little civil war of trade bar- 
riers with neighboring States, 
drop it immediately . . and get 
heart and soul into the real 
fight. Nothing else matters. 


itten, ten States 
their pledges to 


ap ww oe Every day of delay is an- 


other American defeat! 


and & believed to be correct as this is 
writen) 


COMPANY * DETROIT 


forthright, calling-a-spade-a-spade 
style which is not only refreshing, 
but which actually makes reading 
the advertisement exciting. 

Copy like this can do much to aid 
in the solution of problems which 
almost everyone agrees need solv- 
ing. It can be of real service in 
helping to win the war. And it 
will never lead anyone to criticize 
it as wasted money, or to accuse 
Fruehauf of “flag-waving” adver- 
tising. 


Guest Promotion 
One of the most unusual adver- 


Conserving what we have and | 
eliminating waste are the keys to 
a successful war economy, in which 
the military needs of the nation are 
necessarily given first place. Impor- | 
tant many of the drives for! 
salvage and conservation of mate- 
rials are, we know of none which 
is so essential as this job of keeping 
motor trucks rolling. Every adver- 
tiser interested in the motor trans- 
port field can make an invaluable 
contribution by seeing that users of | 
trucks and allied equipment receive 


as 


all of the aid which his organization |_. 


can supply. 


| 
; 


tisements which has appeared any- 
where recently is a full page run 
in the Toronto newspapers by the 
Robert Simpson Company, huge 
Toronto department store, on July 
30. Headlined, “Don’t Miss ‘Mrs. 
Miniver’,” and illustrated with a 
still from the movie, the advertise- 
ment said: 

“Perhaps it te not our business to 
act as press agent for a motion pic- 
ture. We've never done it before 
and we shall probably never do it 
again. But, yesterday at Loew’s a 
valiant film began its run. 

“We pay tribute to ‘Mrs. Miniver’ 
. a picture about an English fam- 
ily and the war. When you see it, 


|we are publishing this page. ‘Mrs. 
Miniver’ will do a great good for 
the cause of freedom, will grip your 
heart, lift your spirits, strengthen 
your faith in your fellow men.” 


The simple signature, “Simp- 
son's,” completed this unusual ad- 
vertisement. 
| 
‘Bomb Bank 


Newest novelty to hit the market 
|is a “bomb bank,” a hard plaster 
| product shaped very much like a 
bomb, which allegedly holds $18.75 
in small coins, after which it is sup- 
| posed to be broken and the small 
coins turned into a war bond. The 
item, a 25-cent seller, is reported to 
be going like hot cakes, the smash- 
it-up feature apparently appealing 
strongly to those who like to get a 
| little synthetic fighting spirit into 
| their war bond saving. W. H. Long 
Company, 425 N. Clark street, Chi- 
| cago, is the manufacturer. 


Jottings 
Biggest and most impressive ci- 


vilian defense issue of a newspaper | 


we've seen so far is the 72-page 
tabloid-size section of the Omaha 
World-Herald for July 30. It’s an 


excellent collection of civilian de- 
fense material, and advertising i 
iby no means lacking. . . 


s 


the first two sections and the New 

York market. 

No. 2028. The Tale of Two C ties, 
The story of Oklahoma’s two ‘net- 

ropolitan markets, Tulsa and (kla- 

'homa City, is told in this interest- 


|ing pocket-size book, published by 
the Tulsa World and Tribune. Start- 
‘ing off with “The Fabulous } ron- 
tier,” the story traces the history of 


both cities and follows up wit): the 
latest data on population, sales, 
| building and many other facts about 


ithe two markets. 


No. 2029. Keep ’em Rolling. 

The B. F. Goodrich Company has 
issued this booklet, which describes 
its 25-minute motion picture, ‘Keep 
‘em Rolling,’ showing the impor- 
tance of rubber in the nation’s war 
effort. The film may be obtained for 
showing before any organized group 
upon request. 


No. 2008. Levelcoat 
Sample Books. 


Kimberly-Clark Corporation has 
issued these four presentation kits, 
which demonstrate, with printed 
| specimens, the quality and adapta- 
| bility of Kimfect, Multifect and 
Trufect Levelcoat papers and Hy- 
fect book paper. Each kit also con- 
tains unprinted samples for testing 
and comparison. 


No. 2017. The Value and Patriotic 
Use of Color. 


In this brochure, Stecher-Traung 
Lithograph Corporation shows the 
advantages of using full color in ad- 
vertising material — how to use It 
easily and with the most benefit 
Numerous color illustrations bring 
out the points of the text, and de- 
tailed directions explain how color 
can be used most easily and eco- 
nomically. 


and Hyfect 


No. 1984. Bronze Awards. 
United States Bronze Sign Com- 
pany has issued this brochure, 
which illustrates many types of 
trophies, honor rolls, testimonia 
and other plaques. In case gov 


ernment restriction on the use 0 
bronze for this purpose, t! 


chure states, the company pre 
pared to offer its latest devel: pmen 
—an alloy which closely resemble: 
cast bronze. 

No. 1950. “There’s a Woma» in the 

Galley, Sir.” 

| “Blow me down,” says ths nau- 
| tical-minded folder, issued | Radi 


| Stations WBZ-WBZA to ‘ll te 
|story of WBZ’s Home Form. 
gives the background of te Pr 


|gram and its director, lists curret' 


sponsors, and reproduces s« oo 

ments from users about the job ™¢ 

program is doing for them 

|No. 2012. The Story Industry #& 

to Tell. 

| Crowell-Collier Publishi: ¢ ©o™ 

|pany has issued this book * abou 

the necessity of advertising in ¥® 
rs con- 


time, reminding manufactu 
verted to war production ‘1at * 
“cheaper to hold a marke 
| re-acquire one.” 
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( \SOLINE and TIRE RATIONING 
Vs. 


“PRINTING 


D 


INLAND PRESS 
AROLINA PRESS IARRETTS PRESS Io 


HE MILLER PRINTING CO 


WEST ASHEVILLE NEWS 


SOUTHERN PAPER PRODUCTS CO. INE 


® = : " ~ an 


All except one printer of Asheville, along 
with wholesale paper merchants, co- 
opereted in an appeal, published in the 
Citizen and Times, to emphasize the im- 
portance of maintaining contacts with 
customers even though rubber and gaso- 
line are restricted. The copy was de- 
signed by the newspapers’ advertising 
staff. 


Shulton Broadens | 
Copy Appealin | 
Fall Campaign 


New York, Aug. 12.— Expanding | 
its fall and Christmas toiletries cam- 
paign, Shulton, Inc., will introduce 
a new copy pattern and instead of 
confining promotion of feminine 
items to women’s magazines and 
masculine items to general maga- 
zines, as heretofore, it will feature | 
the products in both groups of media. | 
The schedule calls for insertions in 
10 women’s and 10 general maga- | 
zines beginning with 
issues 

Other copy changes will include 
a switch from emphasis on the} 
decorative appeal of the Early | 
American Old Spice shaving mug | 
to the economy of refills, now of-| 
fered for the first time. This new | 
item will be spotlighted in a color | 
page in the Oct. 10 issue of The 
Saturday Evening Post and in Life 
a month later. Throughout the cam- | 
paign, pictorial copy will dominate 
all layouts, and women’s Old Spice 
items will carry this simple caption: 
“Now, More Than Ever, America’s 
Own Fragrance — Early American 
Old Spice.” 

Appropriation for the seasonal 
campaign is estimated at $128,000, 
an increase of $16,000 over last year. | 
Wesley Associates is the agency. 


Coss Joins Nelson 


JOINT MESSAGE _ ‘Reader's Digest’ 


September | 


Beats All Others 
in Smoking Test 


New York, Aug. 11.—A letter in 
the Aug. 10 issue of Time, anent the 
ppagpenad Digest article on cigarets, 
the article has created in advertis- 
| ing circles, except for the ear-to- 
| ear grins it has placed on the faces 
of Old Gold executives. 


The letter, written by Mendez 
Marks, Jr., of San Antonio, Tex., 
| reads: 


“Re your article (Time, July 13) 


on the Reader’s Digest test of lead-| 


ing cigaret brands, you will perhaps 
| be interested in an experiment some 
of us conducted in connection with 


| 


is causing about the only chuckle! 


this research. 
“Eight impartial judges gathered 
|in one room and six smoked one of 
‘each of the leading cigarets, one 
smoked a copy of the Reader's Di- 
| gest, and the eighth smoked a copy 
| of another well-known monthly 
| pocket-size magazine. 
“Digest Overlooking Opportunity” 
“We found that Reader's Digest 
as a smoke had certain definite ad- 
vantages over all the others, as well 
as over Reader's Digest as a maga- 
|zine. Whereas the reading time for 
the smoker in question had been 3 
hours, 9 minutes, 27 seconds, smok- 
ing time was 3 hours, 14 minutes, 
38 seconds. We found that Reader's 
Digest contained less nicotine than 
a combination of any five of the six 
leading brands, and that throat irri- 
tation caused by smoking it 


was 


only one-tenth of 1 per cent of what 
it would have been had the smoker 
chosen, instead, to read the maga- 
zine aloud. 

“In view of these discoveries, it 
seems that Reader's Digest is over- 
looking an opportunity in offering 
itself as a publication, and should 
advertise these facts in an attempt 
to corner the smoker’s market. 

“With those of us who made the 
test, it’s Reader's Digest, 2-to-1.” 


Three Stations to MBS 

Stations WGOV, Valdosta, Ga., 
WSAP, Portsmouth, Va., and WCNC, 
Elizabeth City, N. C., have become 
affiliated with the Mutual Broad- 
casting System. WSAP will replace 
WGH, Newport News, and will 
operate on 1490 kilocycles with 250 
watts, unlimited time. 


Enlarge Speakers’ List 


A revised and enlarged list of 
suggested speakers and their sub- 
jects has been compiled and issued 
as a 64-page booklet by Douglas C. 
MeMurtrie, chairman of the Educa- 


tional Commission, International 
Association of Printing House 
Craftsmen. Copies of the booklet 


have been distributed to officers of 
all Craftsmen clubs. A limited num- 
ber of copies may be obtained by 
others interested in securing speake 
ers from Douglas C. McMurtrie, 
Educational Commission, 950 Michi- 
gan avenue, Evanston, Ill. 


New Magazine to Bow 


Animal Funny Book, a new chil- 
dren’s magazine, is being prepared 
for fall distribution by Fawcett 
Publications, New York. Advertis- 
ing will be accepted. 


“Cover-to-cover, the facts indicate 
that it is one of the most USEFUL 
magazines in America today. 


Wherever vou find it, you find a 


Isabel Coss, formerly assistant to 
the director of publicity and adver- | 


tising of United States Lines and 
Panama Pacific Line, New York, 


will join the A. E. Nelson Company, | 
San Francisco, when it opens within | 
the next two weeks. 


Holloway to Bundy 

Tom Holloway has resigned as art 
direct r of Macfadden Publications’ | 
circulation promotion department, 
New York, to become manager of 


Lynt Bundy, artists’ representative, | 
_ York. Mr. Holloway succeeds 
Mr. 


Bundy, who has been inducted 
into the Army. 


—_— 


| and 


business man... well informed.” 
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Plan to Conserve 
America’s Trucks 


Told to Oil Men 


Merchandising Chance 
for Industry Seen in 
Maintenance Campaign 


Chicago, Aug. 13.—An_ oppor- 
tunity for the oil industry to mer- 
chandise truck maintenance to a 
5,000,000-user market, and do the 
nation a vital wartime service as 
well, was unveiled to oil and trans- 
port men here this week by Office 
of Defense Transportation officials. | 
The opportunity rests in a plan tol 
“conserve the unused mileage” in| 
the country’s five million-odd trucks | 
by enlisting truck drivers, mechan- | 
ics and companies in the U. S. 
Truck Conservation Corps. 

The Chicago session was the) 
fourth of a series of 12 regional} 
meetings. Previously meetings had 
been held in New York, Boston and 
Cleveland, and future parleys will | 
be held in Minneapolis, Omaha, | 
Denver, Kansas City, Tulsa, Hous- 
ton, New Orleans and Atlanta. 


Mechanics, Drivers Key Men 


The principal portion of the Chi- | 
cago meeting was devoted to an} 
appeal from Robert S. Williams, | 
vehicle maintenance section, Office 
of Defense Transportation, for coop- 
eration of the oil industry in putting 
over the drive, particularly in carry- 
ing it through to the two key men, 
the mechanic who will be responsi- | 
ble for truck repairs and the driver | 
who determines truck speeds. | 

Emphasizing that the “preventive | 
maintenance” idea could not be| 
termed new, Mr. Williams pointed 
out that the American Petroleum | 
Institute had previously used much 
the same technique in the “Care for 
Your Car for Your Country” pro- 
motion which is aimed at owners 
of private passenger autos. 

In essence, as the ODT official 
described it, the truck plan calls 
for the enlistment by oil compa- 
nies of salesmen, tank wagon men 
and service station outlets, who— 


ee ee eeeeeeee ee © 


Pledged | 
u.s.TRuCK = 


CONSERVATION CORPS 


see eee eaeeaeaeeeeeeeane 


*“*e*eeeeeeeee 


in collaboration with truck manu- 
facturers and operators—will press 
the drive home upon truck drivers. 
The ODT has already done its part | 
in laying the broad outlines of the 
plan and providing literature in the 
form of posters, decals for truck | 
doors and booklets. The posters | 
for service stations and garages are 
free, and the decals and booklets 
are available from ODT at a nom- 
inal cost. 


Oil Industry Has Contacts 


Mr. Williams repeatedly made it 
clear during his talk that the oil! 
industry possessed the personnel, 
equipment and experience to put 
the truck conservation drive over. 
Since a key point in the program 
is the 1,000-mile check-up—a serv- 
ice which approximately 240,000 of 
the country’s stations are equipped 
to give—it is evident that the truck 
program offers the individual sta- 
tion owner a chance to recoup some 
of the losses he will naturally suffer 
as a result of gasoline rationing and 
passenger car travel curtailment. 

Competition after the war will be 
very keen, he pointed out, and oil 
companies cannot afford to let their 
dealer organizations deteriorate. 
The truck conservation drive offers 
the companies an opportunity to 
keep at least a nucleus of their 
dealer outlets still in operation. He 
illustrated the sales opportunities 
adhering to the truck market by 
reminding the group “that trucks 
take from two to four times the 
amount of lubrication and fuel re- 
quired by passenger cars. 


The oil industry, he asserted, has 
a double stake in the truck con- 
servation promotion, first because it 
operates some 130,000 of these 
vehicles, and second because of the 
marketing opportunities it affords. 
A focal point in Mr. Williams’ 
speech was his insistence that, 
although the fleet owner was com- 
paratively easily reached, the one- 
truck owner had few contacts with 
garages or parts makers. The filling 
station is the key contact for the 
individual driver and truck owner. 
Another important contact man 
which the oil industry can offer the 
ODT is the tank wagon driver. This 
missionary to the hinterlands offers 
the truck conservation drive a 
chance to get next to farmers and 
users in country hamlets. At this 
point, Mr. Williams stopped long 
enough to reiterate an oft-heard 
claim: the farmer isn’t very much 
concerned about the war. The 
farmer, Mr. Williams said, has 
always enjoyed an abundance of 
parts, machinery, etc. He does not 
yet realize that this situation has 
changed. For, at present, Mr. Wil- 
liams said, there is no indication 
that when one’s present truck stops 
running—with the exception of a 
few vital industries 
any replacement. 
The ODT official 


pulled 


there will be| 


| organizations. 
no} Chek - Chart 


punches in commenting on the im- 
portance of trucks. “Our economy 
is based on trucks,” he declared, 
taking issue with others’ claims that 
the United States could always go 
back to an era in which it had no 
trucks to solve its transportation 
problem, “and we can’t go back to 
a truckless economy.” 

Mr. Williams lauded the work 
done in behalf of the truck con- 
servation corps by the business 
press of the oil industry. “The 
entire trade press of the petroleum 
industry has done a wonderful job,” 
he said. 


Uses Graphic Presentatien 


The speech was illustrated by a 
graphic presentation which showed 
the essential points in the truck 
conservation campaign: the enlist- 
ment of service stations and garages, 
of mechanics, truck fleets and indi- 
vidual truckers. Signed pledges 
were exhibited as well as a letter 
from President Roosevelt, 
urged the conservation of trucks as 
a vital aid in the victory effort. 


Another interesting point, from a/| 


promotional angle, was the exhibi- 
tion by Mr. Williams of literature 
and advertising prepared by oil 
companies and _ other interested 
Among them were 
Corporation, 


which | 


Texas | 


Company, Sinclair Refining Com- 
pany, Standard Oil Company, So- 
cony - Vacuum Oil Company and 
International Harvester Company. 
At an open forum conducted by 


Sam E. Houston, also of ODT, and | 


like Mr. Williams formerly asso- 


ciated with International Harvester, | 
might 


oil men asked where they 


secure the posters, stickers and 


booklets prepared by ODT, and how | 


quickly they could get them. An- 
other question concerned whether 
the companies might use ODT’s 
message in their own literature. 


This is possible, Mr. Houston said, | 


provided the credit line, “Govern- 
ment Printing Office,” is removed. 

A point he had been asked to 
discuss, Mr. Houston said, was the 


method by which ODT hoped to 
reach the independent petroleum 
jobber. The answer, so far as ODT 


is concerned, lies in reaching this 
important contact through his sup- 
plier. 


| Heiney Advanced 


John Heiney, sales promotion 
director of Station WJSV, Washing- 
ton, D. C., has been named acting 
program director of the station. He 
replaces Richard L. Linkroum, who 
has been called to active service 
with the United States Naval re- 
serve. 
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Kroening Named V.P. 
of Meldrum, Fewsmith 


Clifford A. Kroening, for se 
| years account executive with \, 
drum and F; 


adverti 
ing agency, 

' been elect 
vice-president 
charge of ¢ 
tive work. 
Kroening 
been in the 
vertising 
sales promo! 
business for 
years in Clk 
land, Chica 
and Milwau 
His work has 
ceived widespread recognition. 
most recent being a letter of « 
mendation from the White H: 
for production of an outstanx 
war propaganda poster. 

W. H. Hustad, Berea, O., has | 
appointed a member of the agen 
copy department. He has bee 
agency and industrial adverti 

| work for the past seven years. 


Lewis Agency Named 

| Swing-O-Ring, Inc., subsidiary 
Fred Goat Company, Brooklyn, 
/named the Lewis  Adverti 
Agency, Newark. National mi: 
zines and direct mail will be u 


Clifford A. Kroening 


Put Your Trust in God.... 


but Keep 


Your Powder 


smith, Clevel., 


— 


Ej - eet * he: ee : : Ee Se Vrewyee : =H pe Ae oe oe gitte page eg Tee Aen 2 ne we 7 = 8 ts ak : a+? “ * ‘ ; A ery i “ae . a : a aid , a # 
be = | = 
= SS Slimane | 
- Sa Po , 
ay ee = 
‘ | ae a 
f as : 
a a 
: a l- 
qd 
q im a : 
Z ey a 7 
7. | a . | 
Be 7 ; 
¥ a i 1 
1 *s e 1 
, ~ = ( 
eh og e ( 
ae 2 
ror \ 
pe ae n 
o a \ 
ae oa pe ; 
ia. . 
ee if t 
ae is 
eee: ig : 
_ = dd, 
ee: - EE OEE ES " 
ee 
ee ee 
i a 
oy i= ‘ 
ee 
hac 
a ec 
- 
ps d 
, =e aa e Se a oe BF PARR IAC RR (Re RENEE RASA ALA PA ROR RI oo 
* an 
ae o + — 
“fee oe * re * ‘ 
pi ae . ee 8 
ae Big | ‘. 
; a i ‘ \ 
e. . 
Su Lk ea . 4 
ery | (‘i f a i | 
iret ole ; ‘ / i ie j | 
; i /f af Te / 
- ft ; . A | \/ i || / } | 
7 a 7 4 Ps =. i ; ' / 
a < Ss era, WV 4 | 
oe : i. \* i . i f ud f: , ly i | >= 
er | a , — ; ad J a 2 a { Q f - it) " 
. . eet. 2 ay 4 4 —- uy, + a ‘eet \ = 
‘ P ¥ ] ; ang oe (‘V y i 6 . +) 
; . rs ? : x = ~~ / V +} J 4 
| an ae ~~ A ‘ / f %. - <a 
: Me _ se ~~ - y L» (fj , a / <2 
s : ¢ eg seo Bi sy : . 7 —{ ; “ : 
: g ; ™ aa S 7 FF ) ( i) s ’ Hf \ ' x 
a3 —/ ee _—. - eee =) } ; ‘ 
— eal 4 . saat re ar | 4 bi 
A ee — - ee ae 7 / ; * \ 
| ‘ me Pie . _ i, oo ' € ~S 
i: (im 7 —— be) Ae 
pena oe J ( ms eal ly . oN = 
iat a } Ns 
i iH , ? 
pene: pe Y/, : j | . 
is “e 2 / " — 
PB =n 
’ “ fj 5 
| Mh: sf SF ah" P HE 
\ ; 4 ~ 1 Pos j 
: ) | a satis 
4 " , 
Rs. : ie oi 
~*~ a . YOR 
2 ee foe 7 es i, a bi ate ip ‘ Gee dee cid en oe a. tee gee aN ee Be eit)? CEE ae ee, ee ee 
Pra te. bed saat ie ary Bets age ra: er BRE ees Siac! ys? oe UES iis! Ula ar ae ae gee a et eee. ae eS) 
a : eave ton a ESSt Fs it rad aa lI bas i ee ae ea ae ee hi ae eee a ny eka, MMS Bases Oe Tee aes oon tt ga ie. ae ae, oe: ae eo % vie a shee 
RMI aS EERE Sa A EIST ORES RTS eR Sa) SERS i AN: REE ARN det Eaten ini, Tal. Coa Ae ae oe at ae pe <a 
& aes a ae lel neers Nong cn ee aan ak OD ee Se a ae? ae a ae i ee eens Ga) OS eT ais ae 


August 17, 1942 ADVERTISING AGE 


Publishers Get 


**#Canadian Hom Journal 15.4 10.47% lt 11.421 
o *Canadian Homes & Gardens 21.9 14,744 28.8 19,158 
**Chatelainge =o. Hs 2 15.01 
Warning ofNew 2s: a ae 
**?Maclean’s 28.4 19,069 2.0 22.3389 
*Mayfair 41.7 21,305 4.4 
Pl . + *tNational Home Monthly l 41 0 1 
Pinches in Offin sehnip —  S 
q Total Group ka 185.3 117,870 4 
Display, including Poultry and Livestock in Canadian Farm Pape rs 
ryman 14.1 N75 ; 9.61 


Conserve Metals, cancer gy 


12.4 s.904 1 10,990 
*t'Family Herald & Weekly Star 
Buy Paper Carefully, Eastern Haition 3 gat zt 1301 
. - > > : S 8 6.34 S.G0N8 
Says WPB Official ace age na aa "2 a - Magazine 19.5 13.6 > | rit 
*Farmer’s Magazine 14.9 LO, 45¢ i” 13,53 
Grand Rapids, Mich., Aug. 11.—| free ree ee armen tr 13,100 16: 
A hint that printers and publishers pees, — — ores : 
must prepare to adapt their opera- | a ome a 
tions to new pinches in the offing A pace by publishe 
was contained yesterday in an ad- iain tama the 
dress before the International Asso- = a eth years 
ciation of Printing House Craftsmen SNve issues. both years 
by E. W. Palmer, deputy chief of | 11942 format 680 lines; 1941 format 700 lines 


the printing and publishing division, 


War Production Board. dustries do “not use up beyond, moment, he said; some chemicals 
Pointing out that the graphic arts| recovery any considerable tonnage are in the critical stage, others 
industries have “suffered very little|or volume of critical metals,’ but) fairly easy; rubber is critical; shel- 


until now under the accelerating | observed that “it is likewise true 
war program,” Mr. Palmer asserted|they must have certain vitally 
that printers and publishers must|necessary materials in order to 


lac has been put under curtailment 
control; silver nitrate is tight; nitric 
acid, of which the newspaper indus- 


prepare “cheerfully to grub out/exist.” Among these he mentioned | try uses 9,000,000 pounds a year, 
their own salvation amidst the! aluminum, antimony, copper, brass, | has not appeared on the critical list 
shortages of labor and materials chromium, iron, lead, magnesium,|as yet; and adhesives are becoming 
that appear all too close.” | nickel, steel, tin and zinc. Inks/| more difficult to get in large quan- 


He acknowledged that these in-|are “comparatively easy” at the | tities. 


o‘ E 


yg, 


- vee 
WN = 
AK “49 af 


Va famous advice to his men, eare of munitions has been the concern 
of all fighting men. Paper has been developed scientifically to re- 
sist moisture and other threats, and today the packing and hand- 
ling of shells and other necessities of war has attained a degree 
of protection never before known. Champion not only is doing 
its sizable share in producing the paper products absolutely essen- 
tial to waging war, but beyond that, has ample facilities for mak- 
ing paper that business needs. Whenever you think of good print- 


ing 


paper, whenever you want a new paper product 


created for a special purpose, come to Champion. 


HE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO . 


. CANTON, N.C... . HOUSTON, TEXAS 


lanufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


YORK . CHICAGO + PHILADELPHIA - CLEVELAND - BOSTON « ST. LOUIS + CINCINNATI + ATLANTA 


Mr. Palmer urged careful 
servation of stitching wire, 
binding. 


con- 
used in 


Advises on Paper 

Buyers of printing papers, he 
said, should “limit their stockpiling 
to carefully estimated requirements 
for the early fall months. Today, 
in anticipation of a possible trans- 
portation stringency this fall, the 
provisions %f Priorities Regulation 
No. 1 have been relaxed to permit 
accumulation of a heavier inventory 
of printing papers, and this should 
obviate another immediate shortage 
provided buyers limit their stock- 
piling. 

“One of the serious aspects of 
the paper supply is the varied uses 
to which paper and board are being 
put as substitutes for metals and 
other critical materials. The print- 
ing industry must anticipate many 
conversions to paper and _ paper 
products from the now critical 
metals. If it can ‘cash in’ by fitting 
its facilities to the making of new 
products while such new products 
are being developed, it will have 
gone a long way towards solving a 
major part of its serious problem of 
|finding adequate printing volume.” 


No Possibility of Conversion 

Regarding conversion of the in- 
dustry generally, he said: “It is 
fairly clear to the average citizen 
that an industry easily converted to 
direct war effort stands a much bet- 
ter chance of ‘living through’ than 
an industry like the printing and 
publishing industry, essential to the 
civilian economy, morale and com- 
fort though it may be, but with 
practically no possibility of conver- 
sion to direct war effort.” 


New ‘Movie Show’ 
Magazine Departs 
From Film Format 


New York, Aug. 12.—Paul Hun- 
ter, publisher of Screenland and 
Silver Screen, will depart from tra- 
ditional fan magazine format and} 
technique when he introduces the 
‘first issue of the new Movie Show 
next month. 

Editorial backbone = of 
Show, printed in gravure, 
the presentation of eight 


Movie 
will be 
complete 


motion pictures in narrative tech- 
nique and dialogue treatment. in 
leach issue. Remainder of the 


|}monthly will combine the fan gossip, 
news, candid photography = and 
women’s features carried by movie 
| magazines. 

Page size of Movie Show 
93% x 12% inches, 
first four 


will be 
Page rate for the 
issues will be $200, based 


on a circulation guarantee of 150,000 | 


and a press run of 250,000 for the 
initial October issue. 


Radio Stations 
Won't Be Forced 
Off Air, Fly Says 


Washington, D. C., Aug. 11- 
Rumors that materials shortages 
may force radio stations off the air 
are “just so much eyewash” to 
Chairman James Lawrence Fly of 
the Federal Communications Com- 
mission. 

Mr. Fly at his weekly press con- 
ference Monday expressed concern 
over “stories spreading in certain 
competing advertising circles” re- 
garding the effect of strategic mate- 
rials shortages on broadcasting, as 
well as terming “extravagant” de- 
mands “from adverse competitive 
sources” that broadcasting be taxed 
25 or 30 million dollars. 

Admitting that broadcasting has 
problems just as do other industries, 
Mr. Fly said that he had discussed 
the question of securing critical ma- 
lterials for transmitting tubes and 
other depreciable items with War 
{Production Board representatives, 
land had found no justification for 
| any rumors that stations would be 
forced from the air. He did not 

specifically to a summary of 


refer 
jthe situation relative to broadcast- 
jing in a financial daily, which im- 
plied that materials would not be 
available for radio station mainte- 
nance. 


“Doing Big Job” 

“I think it is very unfortunate 
| that these adverse interests display 
themselves in these forms at a time 
\like this,” Mr. Fly stated. “The 
broadcasting industry is doing a big 
job in the war effort, rendering a 
|great deal of public service, and 
lcarrying on very splendidly. It 
should not be bothered with this 
bunch of pups snipping at its heels 
all the way.” 

Mr. Fly also stated that a tax of 
25 or 30 millions on broadcasting 
“would be tragic from the stand- 
point of the industry,” but intimated 
| that a franchise tax of eight million 
|dollars, or less, considering the new 
excess profits taxes, would “appear 
feasible.” 


To Needham & Grohmann 
Hudson F. Meyer, formerly art 
director and production manager of 


Alfred Lilly Company, has joined 
Needham & Grohmann, New York, 
as production manager. He suc- 
ceeds Samuel Boyd, who has en- 
listed in the Army. 
artiiakacieandinaiidl 
WMC Boosts Power 

Station WMC, Memphis, Tenn., 
has increased its night power from 


1,000 to 5,000 watts, using its pres- 
ent frequency of 790 kilocycles. The 
station is an affiliate of the National 
Broadcasting Company. 
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August 17, 1949 


Lack of Uniformity Noted in 
Families’ Food Buying Habits 


Consumption Varies 
Among Cereal Users in 
Same Income Groups 


[Editor's Note: This is the fifth 
of a series of reports, appearing} 
exclusively in ADVERTISING AGE,| 
highlighting the findings in the Lib- 
erty-Crossley Continuing Consump- 
tion Index, which was launched in 
Syracuse several months ago and| 
which is now also being operated 
in Grand Rapids and Louisville,| 
with additional cities soon to be! 
included. 

The Index is an actual measure- 
ment of consumption of food, 
kitchen and bathroom products in a 
scientifically designated cross-sec- 
tion of urban families. It is neither 
an opinion nor recall check nor 
“inventory.” Figures are based on 
weekly collections of labels, wrap- 
pers and containers direct from the 
selected homes. 

Material thus far presented has 
already shed light on some perti- 
nent aspects of brand loyalty, and 
indications are that the expansion 
of the project will furnish hitherto 
unavailable clues to knotty adver- 
tising and merchandising problems. 
The material below deals for the 
first time with actual case histories 
of 112 specific families in a single 
city. Everett R. Smith, research 
director for Macfadden Publications, 
is cooperating with ADVERTISING AGE | 
in offering interpretive comments | 


interesting example of a widely con-| 
sumed, fairly rapidly used type of 
product, the item chosen for this 
presentation is ready or cold cereals. | 

Thirty-four brands of cold cereals 
were used by these families during 
the eight weeks of the study. The 
accompanying tables, released by 
Liberty, show the variety of brands | 
used by each family, the frequency | 
or speed of use, the quantity of 
each brand used in number and 
size of packages. 

For each household there is also| 
shown the number of persons in the 
family, and whether or not the fam-| 
ily includes children. The economic | 
status of each family is classified | 
according to Upper, Middle 
Lower income level. 

The reader will recall that the 
panel families discard all containers, 
packages, wrappers, labels, etc., as 
used, into special receptacles from 
which they are collected each week. 
Therefore the material represents a 
report of products as they are actu- 
ally consumed. 


Purchases Continue Steadily 


These tables—like those on other 
types of products—indicate clearly 
that, in this particular study at 
least, there is no tendency on the 
part of the families to “build up” 
in any way, or on the other hand 
to discard an undue number of con- 
tainers in the first week or two with 
the thought of later finishing up 
partly used packages. A glance at 


P | 
on the more important findings as 
they come to light.] 


By EVERETT R. SMITH 


In the accompanying detailed | 
table is a week-by-week record of| 
actual consumption of a product in| 
a representative panel of 112 homes | 
in a typical American city, as re-| 
ported in the Liberty-Crossley Con- | 


Week Brand Uses 
Ee Ain shag ace aaa 76 
eer ar 67 
SRR 82 
Ss ig 5 bees Rent 83 
cts cs kan ae 74 
eee re a: ) | 
rer ee 87 
MPOPR Teer errs 86 | 


tinuing Consumption Index. As an| 


the tables confirms this; and in the 
small box in the adjoining column is 
the record of the brand frequency 
(not units or packages) by weeks. 

There seems to be no correlation 
between the number in the family 


and either the number of brands| 


used or the quantity consumed. 


It is true that the families with | 


children consumed more _ cold 
cereals. They averaged 7.71 pack- 
ages per family, as against 5.0 for 
the families without children. How- 
ever, there are more people in the 
families with children, consequently, 
the amount consumed per person is 
larger in the families without chil- 
dren. The figures are 1.9 units per 


or| person for the no-children families, | persons 


and 1.77 units per person in the 
families having children. 

Who then, are the cereal eaters— 
adults or children? This study re- 


|many but consumed only 9 packages 


—evidently each member prefers a/| 
different kind and eats it only occa-| 


| sionally. 


Family No. 23, consisting | 


| of four people, used the same num-| 


ber of brands, but two more pack- 
ages than the family of seven. 
Some of the various types of case 
| histories are discussed briefly in the 
text interpolated in the table under 
the record of the family concerned. 
These interpolations suggest the 
way in which the other family rec- 
|ords can be read. 
to look them all over. 


| Case Histories Important 
These case histories of individual 


families might well be studied, com-.| 


| pared and discussed at great length. 
|They are of importance beyond the 

cold cereal industry, for they dem- 

onstrate vividly the great variation 

in consuming habits among similar 
|families. For instance, families No. 
66 and No. 85 (noted in table) are 
both middle level families of five 
each, including children. 
| Yet their habits both as to quantity 
/consumed and number of brands are 
completely divergent. And family 
| No. 90, same family composition but 


It is worthwhile | 


ports on the period from April into|in the lower economic level, uses 
June when it may be assumed that|nearly four times as much cold 
cold cereal finds great favor among) cereal as the one and nearly twice 
children as well as adults. /as much as the other. 

The frequency with which two or| This pattern of 112 families in no 
even three brands appear from one | sense purports to be a cross-section 
family in one week would suggest|of the United States. This presen- 
merely that different members of | tation is not made for that purpose, 
the family using different brands| but to show the variations between 
finished their packages about the} families in a single city. As such, it 
same time, for often no packages|js of real significance, since the 
appear in the next week or two./|panel is a fair cross-section of a 
Later a single package of another! normal American city. 


brand may crop up, indicating that 


another member of the family was| 


in the market for a new supply. 
How Families Buy 


Study of individual families shows 
interesting patterns. For example, 
family No. 110, an upper income 
family of seven persons uses a con- 
siderable variety of cereals. Then, 


| below them in the table, family No. 


25’s case history reveals an inter- 

esting pattern of brand shift. 
Seven varieties of cereal appeared 

in numerous cases. Family No. 115, 


Promotion Theme Suggested 


In spite of the vast volume of cold 
|cereals sold, possibly there is still a 
job to be done in promoting the 
more regular use of the product by 
more members of the family. Per- 
haps that field would yield greater 
|return than emphasis on brand 
| switching. 
| Ifa representative group of urban 
families consumes less than two 
|packages of cold cereal per person 
/over an eight-week period—one- 
| quarter package per week—it is evi- 


| consisting of seven people, used that|dent that they are not very thor- 


ee 


Code for Accompanying 
Table Below 
Family Designation 
The number at the left of eac}, 
listing is the _ identificatioy 
number of the family. 


U = Upper level 
M — Middle level 
L = Lower level 


3WC — 3 persons, with chi!- 
d(ren) 

3NC = 3 persons, 
dren 


no chil- 


Columns 1 to 8 refer :, 
weeks — Ist week, 2n.) 
week, etc. 


Letters (under the weeks 
A to JJ identify brands 


Package Sizes 


S — Small 

M — Medium 

L — Large 

R = Regular 

Pkg = Package (variety, 
combination) 


B = Box (unspecified size) 


oughly sold on the value and de- 
sirability of the habit of eating 
cereal. And especially not a cerea! 
So here is another field offering an 
opportunity for consistent “reason 
why” advertising to all members of 
the family. 

The tabulations for total con- 
sumption in three cities show that 
in number of user homes brand G js 
in first place, followed by brands A 
and M. In the particular city from 
which these case histories are taken, 
the ranking is A, G, E, C, in that 
order, with M in eighth place. 

In the final analysis, the nation is 
the total of its individual families 
Hence we have considered it worth- 
while to break into the sequence of 
presenting cumulative figures, in 
order to show what happens to a 
popular product within a group of 
representative families, given in an 
eight-week cross-section study of 
one medium-sized city. 


Case Histories 


of 112 Families in One City on Use of Cold Cereals 


By Weeks By Weeks 
Family 1 2 3 4 4 6 7 s Quantity Family 1 5) 3 rl 5 6 : 8 Quantity 
15-U-8 WC . B A A 2-R weeks and brand A appears again, but with it is E. Three times more A shows up, and E 
B 1-R once more. But B does not “appear again after the third week. Did they try B and not care 
18-U-3 NC ( ( ¢ 2R 36 8 we the ME Y and .y on . liked it better a ae HM R 3-1 
34-U-3 WO ( ( ¢-D ¢ 3-R we -M- > °! 8-1 
Dd 1-L -~*. 
. . M 4-L 
35-U-3 NC E - t E I1-R : 
F 1-R | . 4 
48-U-4 WO G-A A A 2-R 1M 
+ I-L B OLR 
50-U-3 NC G (i « i 3-L H LR 
52-U-4 NC G « H : e 39-03 NC " 1 1 86 . S H 1B 
H 1-R L 1B 
54-U-4 NC G ( G rf (i 8 G SL : . om 
‘ i 1M 
6-0-8 NC - F A | *¢ & 40-05 NE v v — T rT - T 5 phes 
: % o1-T-3 WO ( ! e 
76-U-5 WE E I EOL | ‘ A Q Q Y Q Q ; a 
77-U-4 WC 1 rn Gel Do tt o8-U-8 We L TT = Q Q t ; i 
j Vv sI-R 
a 1-M oo ys 
D 1-8 | S8-U-2 NE R R t T T ™ T HM 
101-U-2 NC A A A 2-R e LR 
110-U-7 WC J-N B-J) —-G-B-J B h-E-B-J B-E-J a J 7-R 1. $ phys. 
. & 97-2 NO 0 ) Q Q 2 pkes. 
G 21 | 9-0-4 We i " - ww B IR 
;- .Pp W 2b 
: i 100 U-4 WE ‘ L ‘ x A 2-R 
x L 1-R 
E 1-L 5 
. . ; : X 1-R 
T s am » «vO ( seven reopie icmiuding children, User seven rands o cereals dur- = , : : 
ing Fg Be wm LR gl Their eee pe — 18 —y Ss — i and "I were 107-1 “2 NC N A H J L-J-Q N 1-R 
the most popular, four brands appearing only once each. trand G appears twice, at four week A 1-R 
intervals; if that is the favorite of some one member of the family, he or she consumes an aver- H 1-R 
age of about a quarter of a package per week J 2k 
112-U-6 WC A-I I I-A I-A I-A I-A I-A-L I-A-M A &-R 1 1 Rt 
1 12-R | 0 LR 
4 -R 
- 2 11N-U-4 WE RK Q Q F-QO-R @ Q B-Q R 1-L 
113-U-2 NC «i K-G « kK h h h G G SL Q So 
h S-L . 
11-U-4 NC 0-P F-P-0 A 0 F 0 3-12 oz. | F 1-R 
P 2-12 oz, B I1-R 
r oR 1-M-4 WE Q J J I E-Q 0 Q Q Q 4 ph 
A 1-R 1 et 
13-U-5 NC G M M M G 1M | . 
M 3-R ot 
14-U-2 NC L L L L 3-R m E 1-R 
o1.08 WO Q é ; Q 2 phss. 2-M-4 We ‘ F A in A K . A 2m 
C iL aR 
25-U-4 WC A, A-B E-A A ALE A A 5-R EB iM 
1-B Sis 
- a 3-M-3 WE os 1 i - ie 1 5.3) 
Family No. 25, four people including children, starts out with an emptied package of brand 1-M-5 WE X-E F C-F H-F H-F 13 F F x 1-¥ 
A the first week. Two weeks later brands A and also B show up Again a lapse of two E 1-) 
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a . see . . 
Case Histories of 112 Families in One City on Use of Cold Cereals 
(Continued) 
By Weeks | By Weeks 
Family 1 2 3 4 5 6 7 s Quantity | Family 1 2 3 4 5 6 7 s Quantity 
1-R F 1-1 th 
F 1-R Z 1-R 
1-L Q 4 pkgs. 
¢ 1-R 10-M-2 NC E-N S _ Cc t E 2-R 
ie il ‘ : e H 2-R N 1-R 
66--5 WE J E C-AA-E 1 H-BB-J = AA J 1-B Cc 1-L 
1-R 1-R 
E 3-B 17-M-5 WC Xx ‘M - G — M X 1-S 
( 1-R M 2-R 
AA 2-L G iL 
I 1-R 19-M-2 NC A 4 - B B A 1-M 
H 1-R | 1-B 
his family of five used seven different brands, but to the extent of only ten ba Aan | 21-M-3 WC A t ear 
Note the contrasting pattern of another middle group family of five (Family 0 8) hele, — E-A-E 1-B A a I i 1 3. hos 
71-M-2 NC _ K-A anes aoe K I-L . fa 
1M F 1-10 oz. 
4 2-R ' = 
72-M-2 NC -- G-R G G «i G 4-M B 2 
-3-M-3 WC - ” » 2 ‘ . oo 95-M-1 NC D - > - BO -— PB LR 
H 2-R “. 
3-M 8 NC Sa. ee 1 2 phes. . it 
(C1502 | eo 
iAeM-5 WE BB H-BB A-BB €-BB — BB OBB BB 5-R- 9S-M-3 WE B A A 1 - I l ? : i 
1-B ; ™ 
H 1-B ; I 3-R 
4 1-R 108-M-3 NO X-A 0-X A A-X A 4-1 X A X 4-R 
Cs | A 7-R 
79-M-3 WC BB J J _ h J TK BB 1-R ; 
J 3-R i 
kK 2L S-L-5 WO BB-A G-L-O A G Gi-A fe BB 1-B 
: 7 : T 2pkgs. A 2-R 
so-M-7 WE h J _ J H H H kK I-L 3 
J oR G b-L 
1-7 OZ. L 1-4%o OZ, 
H 3-R “0 1-12 oz. 
Family No. 80 started out with brand K the first week and J the second. Then, nothing 9-L-4 WO (i EE G  2-L 
for oe a ye ge <_ Pe the family, until J shows up again in the third EE 1-1 bb. 
week following. F is the last of . They have so far used one large package o x ‘ 7 
one regular and one Pores of J came that a rey int?) Then tn ; ach of een ee . 20-L.-3 We H I ie be ( H 1-6 on. 
and eighth weeks brand H shows up—for a total of five packages in three wee ks. Appar- | Ek 1-K 
ently, they finally found their brand in H. F 1-R 
S1-M-4 WO E-A H A H H E I-R G I-L 
4 3-R ¢ I-L 
H 4-R M-L-2 NO F fk Ik F R KF 3-R 
2-M-4 WO i-A H 4 c c G 1-L 1-1 th, 
4 1-R R 1-L 
H 1-R 104-L-3 NO 1-F Je = =X-C-J J 1-€ 1 Vi L-C-A-F Z 4-R 
J 1-R F I1-R 
Shas ( 3-R 1-S 
S3-M-5 WO E — KE 1-R J 3-R 
MM-M-4 WC M G H-D-& R-M-G Ik G M 2-R ( 4-5 
G 4-L X 1-R 
H 1-R L 1-R 
D 1-R ee. A I-R 
“amily No 4, which usec even kinds of cereal during the eight weeks, consisted of 
iE only three adults, and they ave need iy ne a Fn among the soven Varietie _— 
SiMe WE M Mo o¢-LM ME Mo Mel MoM MOOR edn AC T M c ; jee 
> pkgs M I-R 
( 1R | C ib 
1 4-R 106-L-2 NC +) W Ww W A W 4-L 
_ This middle group family of five used 21 packages of cereals, but only three brands, One { 1-R 
f the brands was apparently a trial, for it appears in the third week and not again 109-L-2 NC H E-H H 2-R 
S7-M-3 NC R E x rr R 1M bE 1-R 
E 1-M 1HM-L-6 WO C-A A A A ( ¢ &-L 
X 1-R 1-R 
| GOL aR 
S9-M-9 WO A-M A-N 4 \ N E E-N 4 4-R 115-L-7 WE B-G-dd A A Dp (-s B I-R 
N 4-R (1-14 oz, 
E 2-R JJ 1-10 oz, 
38-M-4 WO T I (i A L-«) sY 1-G I T I-L 4 3-R 
I 3-R Dp I-L 
G26 C 1-8 
1 phe. s I-R 
4 3-R 23-L-4 WO B-& L \ H-G \ H B-Gi-X BK 1-12 oz, 
L 1-B G 2-L 
41-M-4 WO _— F-R H F oI-R | 1-6 02. 
R 1-R lL. 1-442 oz. 
H 1-R A 2-R 
42-M-2 NC D dD ae X-1-B I A Dp 2-M H 2-R 
1-R E 1-L 
X 2-R X 1I1-R 
1 1-R — BO-L-A NG a G I-L 
, tom | $2-L-4 NC 0 4-0 . A G-0 oO 3-B 
56-M-3 NO (-E-A F 4 Meld 1 1B | | 2K 
1-R ; ( 1-L 
c 1-B | 43-L-2 Ne A A { 2-R 
E 1-B 44-L-3 we KF I t ( & + 3-M 
G 3-L 
— a 15-L-2 NC “ « ‘ G 1S 
1 2 pkes., | — , 
eM WO _ \ rr 4 oR 416-L-2 NO B t . k B 1-B 
( sl - . ‘ F 2-L 
65-M-2 NO = - ‘ ‘ 4 He 17-L-4 We H H “ H 2-B 
2-4 WO F DAG — QA DPD AA D GL — M 1-R 
: = os 58-15 WC 4A AA LL 
1M 69-L-4 WO — B-A ( 4 I1-R 
1 pkg. B 1-R 
1 2-R 256 we c iB 
1-B 70-L-6 W4 AA ( A — A A A AA 1-L 
Q = 1 pkg. | ¢ 1-K 
- 4A 1-R Sb I » NC ' ‘ A 5-R 
*.M.3 WC 7 0 W k , , 1, Q Tgroup L-2 } c A - ( A : 7 
7 oe 6b WE GO OG PO BE De BAGO GOT G0. GL 
, $ phys. “C-G 1-D CC be-L 
BM-2 NE - G ‘ G@ IL 4 
| A LR . & 
31-4-.3 NC — Cc i C 1b | > at 
G iL | B 2-R 
3-1-3 WE R E —~ BBE — ‘ R R 1M z 1-R 
1-R The largest user of cold cereals was family No. 990, consisting of five people including 
E oR children. During the eight-week period they consumed 35 packages, divided among six brands. 
BB 1-R is c ; 
8.4.3 We 7 . : as | 91-L-3 We N N A A G N 1-R 
7-M-2 NC A A A 2-R 4 “ 
5-5 WO G M-F 4 M M 1 G iL G 1M 
M 2-R 92-L-4 WO 4 _ - A A-L BB 4 2-R 
; 1-M 1 Pkg. 
F 1-10 oz, L 1-R 
4 1-R BB 1-R 
I 1-R 93-L-6 WC X Ik t — B xX I A X 2-L 
0 . ) T] X 2-12 oz, E 3 
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Case Histories of 112 Families in One City on Use of Cold Cereals A 
(Continued from Preceding Page) \\ 
By Weeks By Weeks 
Family 1 ) 3 rl 5 6 r s Quantity Family 1 2 3 4 a 6 i Ss Quantity p 
B 1-R Il 2-1 }) | 
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—_ an 
Weil Heads WOV Tea Garden Campaigns | Campbell to KMOX ee ‘Agree to Renew R 
a . Weil, for four years a Garden Products, San Fran- Wendell B. Campbell, formerly ran . Feliz, press and pub- i ad 
saidwost vA on a tae uae” genie a newspaper ad-| Western sales manager of Radio licity director of Station KGO and Wage Talks With ag 
Radio Sales in Chicago, has been) vertising campaign on Aug. 14 using} Sales, Chicago, has been appointed the Blue Network in northern Cali-| ga 
named manager of Station WOV,| 50 newspapers on the Pacific coast.| sales manager of KMOX, St. Louis,| fornia, has resigned to join the) U. 4 Labor Pane! Pe 
New York. Entering radio as com-| The copy will feature Tea Garden| replacing J. Soulard Johnson, who} Office of War Information with ; 
mercial manager of WISN, Milwau-| jellies, preserves and syrup on aj|/is now a second lieutenant in the | headquarters in San Francisco. He Chicago, Aug. 12.—A pane! of - 
kee, in 1930, Mr. Weil has recently weekly schedule throughout the|Army air forces. At present Lt.| will edit “War Production News, three federal conciliators will meet na 
been a member of the sales-service, year. Erwin, Wasey & Co., San| Johnson is stationed at the of- official WPB regional publication, with union officials and prin! ng th 
staff of International News Service, Francisco, is the advertising agency | ficers’ training camp, Miami Beach, | directed to all West coast war pro- plant executives here, with the first of 
New York. for Tea Garden. Fla. |duction executives. session tentatively set for Aug 15. th 
to renew negotiations on union ‘e- ™ 
mands for a higher wage scale and : 
paid vacations. « 
More than 1,000 members of the “oe 
Chicago local of the International 
Typographical Union walked out of a 
the plants last week-end when - vas 
ployers refused to go along with a C 
union announcement of a new y 
scale calling for a $2.70 a week in- oP 
crease. The union’s international , 
president, C. M. Baker of Indian- = 
apolis, recommended that the men o 
return to work pending further ne- se 
| gotiations, after Dr. John R. Steel- eff 
|man, director of the Department of de 
|Labor’s conciliation service, urged bo 
|that the special panel hear both th 
| sides of the story, with normal print- es 
ing operations to be resumed. The all 
union members returned to work 
Monday under the conciliation 
| agreement. 
Should conciliation fail, arbitra- al 
| tion of the dispute may be ordered g0 
through the War Labor’ Board m 
|Lengthy negotiations have been in 
| carried on between Thomas Canty, an 
| president of the union local, and ex- us 
ecutives of the Franklin Association, fo 
| Chicago printers’ organization, over po 
| the new contract which is to replace in 
!one which expired last March. 
— pa 
Ted Bates Adds ad 
‘Three to Staff co 
| George Roche, formerly an artist fo 
| with Benton & Bowles, New York: Iss 
| Leo P. Kirby, formerly account th 
}executive with the L. H. Hartman 
Agency, New York; and William an 
Kearns, recently resigned  vice- tir 
| president of H. W. Kastor & Sons th 
| Advertising Company, New York, 
|have joined Ted Bates, Inc., New pa 
| York. mi 
| Mr. Roche joins the art depart- th 
|ment; Mr. Kirby, the account depart- tir 
ment, where he will handle Fleisch- 
|mann’s gin and whiskies; and Mr 
| Kearns has been named vice-presi- an 
'dent and account executive fo! 
| Standard Brands’ Royal produc! 
G-E Animated Displays 
Offered for Nutrition 
General Electric Com 
| Bridgeport, Conn., will offer 
|mated displays originally cre®t 
promote the health and vit 
protection features of G-E refr 2e'- 
ators, on a loan basis to ret: lers 
|for use in promoting the g 
ment’s nutrition program. 
G-E will indicate ways in ( 
the store or agency using the «is- 
| plays can substitute its own na ol 
|nutrition message in place e- 
frigerator selling copy, and the use! 
will not be required to pay f ny 
damage to the display resulting m 
copy changes. No time lim 
be set on the loan of display u 
G-E expects them to be ret rnee : 
whenever a store ceases to us¢ en 
' in nutrition promotion 
: ~~ po YG: ¥ a an — | adi Typographers Set Date 
‘ JAE ¢ ‘ ' Bestemi hed Hetwork Station Advertising Typographers 
* a “3 > nad ai i OW: \ oly th A petatt ON $ Inc $0,000 WATTS | ciation of America will hold it 16t 
Pp ; “nid 4 bi e ah SAS: eS annual convention at the ‘to 
ma Statler, Cleveland, Sept. 17-19 
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Admen to Plan 
War Information 


Policy, Programs 


Ken R. Dyke Heads 
New OWI Bureau 
of Campaigns 


Washington, D. C., Aug. 11.—Two 
experienced advertising men as- 
sumed full responsibility this week 
for the central planning control of | 
all r:ajor war information programs 
directed to the 


public by gov- 
ernment depart- 
ments, bureaus 


and agencies. 
They are Ken 
R. Dyke, former 
advertising man- 
ager of the Col- 
gate - Palmolive- 


Peet Company, 
who has_ been 
named chief of 


the new bureau 
of campaigns of 
the Office of War 
Information, and H. Andrew Dud- 
ley, former consumer sales manager 
of the Wm. Wrigley, Jr., Company, 


Ken R. Dyke 


named deputy chief of the same 
bureau. 
The bureau of campaigns was 


established in a special order issued 
over the weekend by Gardner 
Cowles, Jr., director of domestic 
operations of OWI. 

Its job, according to Mr. Cowles’ 
order, is “to insure coordination of 
policy, interpretation and timing of 
all government campaigns of infor- 
mation connected with the war 
effort, and to assist government | 
departments, bureaus and agencies 
to attain maximum effectiveness in | 
the planning and execution of such 
campaigns, making the best use of 
all media channels.” 


Little Paid Space 


Although the new bureau will 
also serve as a focal point for all 
government advertising and govern- | 
ment relations with the advertising 
industry, its creation does not imply | 
any great increase in the paid space 
used by the government. (Reasons | 
for the bureau’s creation and OWI 
policy on advertising were reviewed 
in ADVERTISING AGE, Aug. 10). 

Fundamental job of the new de-| 
partment of OWI will be to serve in | 
much the same capacity as an 
advertising agency in preparing a 
comprehensive written plan for in- 
forming the public on each major | 
issue, requirement or problem in 
the conduct of the war. 

These written plans will cover: A, 
analysis of the problem; B, objec- 
tives of the campaigns; C, details of 
the proposed operation of the cam- 
paigns; D, copy theme for each) 
medium; E, recommendations for | 
the use of each medium; and F, 
time schedule of operations. 

Thus its basic responsibility will 


95.1% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


xceptionally high radio ownership 
mbined with the nation’s highest 


er capita spendable income make 
WTIC a sure bet for RESULTS! 
*Radio Daily April 2, 1942 


T ROUTE TO AMERICA’S No.1 MARKET 
» Travelers Broadcasting Service 
Corporation 


of NBC Red Network ond 
Yonkee Network 
tentotives: WEED & COMPANY 
Detroit, San Francisco 


be to insure sound policies, consist- 
ency and timing of all government 
campaigns, and to eliminate conflict- 
ing demands for space and time, 
much in the manner of the radio 
allocation plan. 


Liaison With Advertising 


The campaigns bureau will be on 
the same plane with the OWI 
bureaus of news, radio, publications 
and graphics, and motion pictures, 
and will coordinate the work of 
these bureaus on each campaign. 
Progress will be checked through 
the public opinion surveys of the 
OWI bureau of intelligence, which 
includes several prominent advertis- 


}ing research men. 


Responsibility for advertising was 
centered in the campaigns bureau 


by Mr. Cowles’ order, which read: 

“Since advertising is an important 
information medium, the bureau of 
campaigns will act in an advisory 
capacity in establishing, interpreting 
and carrying out the necessary 
operating policies covering (A) the 
use of advertising as an information 
medium by government depart- 
ments and agencies, (B) the use of 
war subjects, illustrations, etc., by 
manufacturers in their own adver- 
tising.” 

The bureau of campaigns will 
also act as liaison control with the 
Advertising Council, advertisers, 
agencies and media cooperating 
on plans, distribution and creative 


work in connection with major in- 


formation campaigns concerning the 
war effort. 


Bothwell Announces 
Personnel Shifts 


H. B. “Bud” Trautman has been 
appointed radio director of W. Earl 
Bothwell Advertising Agency, Pitts- 
burgh, succeeding Virginia Both- 
well, who will devote her full time 
to consumer research. Mr. Traut- 
man has been with the agency for 
several months as copy writer and 
publicity director. 

Jean Albright has been appointed 
assistant art. director, 
George Platacz, who has enlisted in 
the Marine Corps. 


Printers to Meet 


The annual convention of Printers 
National Association will be held 
Oct. 16-17 at the Edgewater Beach 
Hotel, Chicago. 


replacing | 


‘McCandlish Calendar Out 


The latest in the series of calen- 
dars which McCandlish Lithograph 
Corporation issues each year in 
August, has recently been distrib- 
uted. This year’s painting was done 
by Aldro T. Hibbard, and was a 
prize winner in the January 1942 
exhibition of the Salmagundi Club, 
New York, and also won the Downs 
Prize in the spring, 1941, exhibition 
of the New Haven Paint and Clay 
Club. 


Two to Goldman, Gross 
Goldman & Gross, Chicago agency, 
has been appointed to handle adver- 
tising for Sanident Products Com- 
pany, Chicago, maker of Sanident 
denture cleaner, and the Home Mfg. 
Company, Decatur, Ill, maker of 
Simplicity and Neat-On dresses. 
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in paper costs. 


enius an 


Enamel coated paper had always been comparatively 
high priced. Therefore it was inevitable that the develop- 
ment and sale of Consolidated Coated Papers at uncoated 
prices would startle the printing, publishing and advertising 


romical y 


Consolidated (22727 Dapers 


at Uncoated Paper Prices... . 


Today many thousands of printers and advertisers and 
hundreds of publishers, who formerly used only high-priced 
enamels, have standardized on Consolidated Coated for 
practically all their printing, effecting worth-while savings 


Many others, who always considered fine coated paper 
beyond their price, have found that by using Consolidated 
Coated the appearance and quality of their printing could 
be “stepped up” without extra cost. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIM OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


increasing paper costs . . 
without sacrificing quality . . 
Consolidated Coated is almost 
certain to meet your most rigid 
requirements, 


Ask your printer or paper 
merchant, or write us for 
samples which prove that Qual- 
ity printing on coated paper is 
well within the reach of even 
modest budgets. 


SALES OFFICES 
135 $0. LA SALLE ST., CHICAGO 


Four Modern Mills . . . All in Wisconsin 


Whether your problem is one of bettering the quality 
of your printed pieces, catalogs or publications without 
. or of reducing paper costs 
. one of the four grades of 
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This depart 


The Whole Truth 

To the Editor: In the Aug. 3 
issue of your incomparable publica- 
tion you very graciously made an- 
nouncement of a_ test campaign 
initiated in New Jersey on our “new 
and improved” Austin’s dog food. 

For this we are profoundly grate- | 
ful! 

But from the caption and lead 
paragraph, an unwitting reader (if 
you have any of those) might deduce | 
that the Loose-Wiles Biscuit Com-| 
pany has only recently jumped on 
the dog wagon in producing a dry 
dog food. 

In the interest of “the whole | 
truth and nothing but the truth,” 
may we humbly aver that our Aus- 
tin’s dog food was the first of the} 
dry canine rations to be introduced 
in America some 70 years ago! 

In recent years this product has | 
been continuously improved with 
repeated tests by Sunshine scien- | 
tists in our famed biological labora- 
tories. Additional vitamins and 
minerals have been added in proper 
proportions, with the result that the 
product now truthfully represents a 
“complete meal” for dogs. 

We have vigorous, healthy experi- | 
mental animals of the 15th genera- | 
tion in our biological laboratories, | 
whose progenitors and they them- | 
selves have been fed nothing but 
Austin’s dog food and water. When 
one perceives their 
eyes, their sleek hair and rippling 
muscles, well, it’s enough to make 
a guy jealous! 


GENE FLACK, 
Loose-Wiles Biscuit Company, 
New York. 
a, 3 


Paid Advertising 


To the Editor: I am inclosing a 


snapshot of a poster currently being 
Racine 


displayed in and Kenosha, 


Wis., both cities having a 50 per cent 

showing for three months. 
The unusual thing about 

showing is that it is bought 


this 
and 


paid for at regular space rates and 


no concessions asked. 
R. E. Fircu, 
Manager, Racine Poster Adver- 
tising Company, Racine, Wis. 
: v,vyY 
Praises Ad Man Diary 
To the Editor: The column 


“Diary of an Ad Man,” makes the 
most interesting reading of any 


material appearing in the advertis- 


ing periodicals, in our opinion. 
We hope you will continue with it 
R. W. BAXANDALL, 
Dean W. Geer Company, Osh- 
kosh, Wis. 
v,yvy 


A Tip from Lowen 


To the Editor: 
enjoying your weekly 
“Diary of an Ad Man.” 

I suggest you pass along to hin 
the enclosed circular 
be of interest and help to his young 
daughter seeking a career in adver- 
tising. Please extend my best 
wishes to your contributor and his 
aspiring daughter. 

WALTER A. LOWEN, 
New York. 


feature, 


[Editor’s Note: 


advertising field think about the 
book, “How to Get a Job and Win 
Success in Advertising,” —by co- 
authors Walter A. Lowen and Lillian 
Eichler Watson. ] 

, ww F 


Using the Task Force 

To the Editor: I recemtly read a 
question in the “Diary of an Ad 
Man” asking what had happened to 
the analogy boys and the comment, 


scintillating | 


I am thoroughly 
the 


of the Advertiser 


Letters are welcome. 


ment is a reader’s forum. 


“So far I haven’t seen a single piece | Takes Issue with Warmee 


of advertising literature which pro- | 
motes a campaign as a ‘task force.’ ” | 

I seem to be guilty. The enclosed 
advertisement for the Haaky Mfg. | 
Company, featuring Haaky equip- | 
ment that fits the definition of a task | 
force—a group of units designed to 
do a specific job with optimum effi- | 
ciency—was made up a couple of 
weeks ago for publication in- Milling 
Production Aug. 17. 

RICHARD E. MILLER, 
Assistant Editor, Milling Pro- 
duction, Minneapolis. 


To the Editor: In your July 27 
issue R. H. Warmee, sales promo- 
tion manager of Minneapolis- 
Honeywell Regulator Company, 
with justifiable pride points to his 
advertising in which he urges con- 
sumers to purchase war bonds now 
so they will have money to buy 
peacetime goods later. 
says, “We feel that we come pretty 
close to being first—if, in fact, we 
are not first .. .” in exploiting this 
idea. 


Rosenberg’s editorial as published 
in the April issues of Practical 
Builder and Building Supply News. 
This editorial, stressing the same 
idea, was preprinted and distributed 
both to newspapers as a release and, 
under date of March 24, as one of 
our Red Letters of the Building 
Market, was sent to our entire ad- 
vertisers’ and prospect list. 


but Mr. Rosenberg appears to have 


Mr. Warmee | 


beaten Mr. Warmee’s acknowledged 
“conception” date of April 15 by at 
least a month. Actually, our own 
“conception” date preceded our 
‘earliest release date by several 
| weeks. 

The Executive Office of the Presi- 


I am sorry to puncture his bubble, | 


of the importance of this idea. 
HERBERT V. KAEPPE! 
Executive Editor, Indust: 
Publications, Inc., Chicago. 
oe a 


Supports View of 


Recent Editorial 


titled “The Future of the Ns 
which appeared in your issu 
July 27 has attracted my attenti: 
I am frank to say that you 
approached this subject in the : 
light. It is a pity that more Ni 
erners do not share your views 
problem in the South arises { 
well-meaning “Yankees” 


Pat Poole is sitting _ 
on top of the world_- 


' . ’ 
7 LY and he ll 
a 


you'll never find a concentration of farm prosperity 


approaching that of Successful Farming’s famous 


‘He's buying toda day 


~ 


oo ere 


If you search the length and breadth of the land, 


Heart region—home of Subscriber Poole and his 


more than a million Successful Farming neighbors, 


- Here in these verdant 13 Upper Mississippi 


fomorro 


this area, but rather be 


cessful Farming can offer you a share of the hearty | 


“= 
7 
= 
a 
7 
', 
3 
- 


welcome which awaits this real farm publication 


in these Hear: region homes. 


Successful Farming is the basic medium for 


you, not merely because it so thoroughly blankets 


cause it is the “bible” of 


which should | 


The circular ably | 
describes what other leaders in the! 


Valley States is more farm wealth, more good old 
American stock, more today and tomorrow farm 
buying power than exists in ali the rest of Amer- 
ica combined. 

And here are other facts which need no quali- 
fication: 1) Only Successful Farming, of all farm 
magazines, can give you our better-than-average 


coverage of this fabulous market. 2) Only Suc- 


Heart region farm and home management, To- 

day it is showing these prosperous folks the wis- 

dom of spending now for available things they — 
need—and tellingithem of the farm.and home | 
improvements and other products they can buy © 
at war's end with War Bonds bought today. You — 
need Successful Farming. Meredith Publishing | 


Company, Des Moines, lowa. 


l 


al 


To the Editor: Your editoria! en 


Just to keep the record straight I) dent (March 27) and the Treasury 


am sending you copies of Harold H.| Department (April 10) have both 
|expressed to us their appreciation 


ir 
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————— ae —— a - ~ ee 
spread the doctrine of social equal-|the Erie Times exclusively. We ize that the six months this year) Guard, which was formed in August, TO THE VOTERS 
ity to the Negro. would like to have you know that show a mighty fine gain. 1790, by Congress and is the oldest 
‘—In my travels throughout the these messages are also appearing C. S. Baur, _of our armed forces. 
United States I have found that the in the Erie Dispatch-Herald. | Vice-President and General | In the present conflict the Coast DOES WASHINGTON 
Negro receives more sympathetic PAUL ALBRACHT, Manager, The Iron Age, New | Guard is taking an active part in 
treatment in the South than else- Advertising Manager, Erie Dis- York. levery way, coordinating with the UNDERSTAND THE SENTIMENT 
whe! eaapiamees _ Pa. | veweey |Navy in coastal defense, convoy 
Scott NIxon, ‘and kindred action. The enlisted 
Southern Finance Corporation, ‘Substantial Ad Gain Count the Coast strength at present is close to PEOPLE OF OHIO 
Aucusta, Ga. To the Editor: You may wish to| Guard in, Too 100,000 men and rapidly growing— 
'¢ © make mention in your columns of To the Editor: Notice is taken of 
Food Stores Also Use the fact that for the first six months a letter from Mr. John L. DeBrueys 
: = m this year The Iron Age carried 3,158|in “Voice of the Advertiser” in 
‘Erie Dispatch-Herald pages of advertising as compared| which he states that the Bombar- 
To ‘he Editor: In your issue of with 2,615 pages for the correspon-|diers have a song, the Army has a 
Aug. 10, you carried a story under ding period last year, a gain of 543| song, the Navy has a song and the 
an Erie, Pa., dateline regarding the pages, or 20.8 per cent. Marines have a song. But one of 
adver.sing being run in this city; When you consider that last year,|our armed forces is missing: The 
by the Home-Owned Food Stores. 1941, we made a gain of well over| U. S. Coast Guard has a song! This 
your story gives the impression 1,000 pages for the year over the) week is the anniversary of the 152nd 
that this campaign is appearing in | preceding year, 1940, you will real-' year of the existence of the Coast 


Sy ee zc 
yazing out over 3000 acres of family land. Then see them again, © 
nthe September cover of Successful Farming, symbolizing Heart 
“gion prosperity. The Poole home place— West Slope Ranch— _ 
‘tor Manhattan, Kansas, is turning out tremendous numbers of 
ee we-bred beef cattle and other stock to bolster the food — 
> ont in this war. Mrs. Poole herself helps out with more 
eX’ ‘cn a thousand chickens a year. Yes, the Pooles are 
ae vosperous—and there are plenty of families like them — 
J nong Successful Farming's Heart region readers—plenty 
5 * form large and small, that are just as successful. — 


The Best Farm Families in the Best 


farming Region are your Best Customers 
and they Prefer 


|Chicago area was sworn into serv- 
lice. The average Coast Guard man 
is a small boat expert and undoubt- 
edly to them the famous PT boats 
jare just a joy-ride; for they have 
| been cruising the seas for years in 
the roughest of weather in their 
35-foot surf boats, 80-foot patrols 
and similar rough riding craft. 

| Here in Glen Ellyn we are more 
than conscious of the work of the 
Coast Guard, for we have 22 


and I am enclosing an anniversary 


zation ran for this fine branch of 
our armed forces in the community 
newspaper. 


due to the fact that so many of our 
advertisers neglect to mention this 
branch of our service, and the Coast 
Guard is rather reticent about push- 
ing itself forward. 

May I compliment Mr. DeBrueys 
on his song—for there is no ques- 


tion about the fact that what is 
needed is a new, live song for 
America. 

N. C. Knapp, 


President, Glen Ellyn Chamber 
of Commerce, Glen Ellyn, Ill. 


> FF 


British Advertising 


Story Gets Praise 

To the Editor: My weekly copy of 
your aggressive publication just 
arrived. Besides the many items of 
news which your publication always 
carries, the story starting on Page 
24 and continuing thereon, namely, 
“How British Government Uses Ad- 
vertising to Help Win the War,” at- 
tracted the greater portion of my 
| attention. I have just finished read- 
jing it, and I am going to see that 
each and every department 
nected with our organization 
it also. 

However, to me it’s so pertinent, 
‘factual and such a perfect example 


con- 
reads 


|to send every 
] . 
a copy of it. 
| profitably. 


member of Congress 
They could read it very 


F. B. RoGGEr, 


General Manager, Everybody's 
| Daily, Buffalo, N. Y. 
| 
. F s 


Ad Club Teams Up 

To the Editor: 
| Treasury Department 
|American Heroes Day July 17 for 
ithe sale of war bonds and stamps, 
jand here in Cleveland 
| sponsored a very fine campaign in 


As you know, 


connection with the special drive. 
The local committee asked all or- 
ganizations to set up their own 


appropriate type of campaign. 

At the Cleveland Advertising 
Club we wrote a letter to each mem- 
ber, asked him on that day to pur- 
|chase bonds and stamps in honor of 
our own particular set of heroes, the 
40 Ad Club members who are now 
lin the service. A return post card 
| wi is provided on which the member 
| could affirm that he had made such | 
| purchases, and he was also given a 
| blank space on which to indicate 
|}the amount bought, if he desired to 
j tell us. 
| The result $17,922 worth 
| bonds and stamps, eee to fig- 
lures submitted by members who 
us the amounts. About half 
|did not quote any amounts, so that 
ithe ultimate figure was greater—how 


much we do not know. However, 
| we have written special letters to 
lall these members in the service, 


telling them that their fellow-mem- 
bers back home have not forgotten 
them, and giving them the story of 
the one-day drive. 

H. C. TREHARNE, 
Cleveland 
Cleveland. 


Secretary - Manager, 
Advertising Club, 


last week the 5,000th man from the! 


men 
in this particular branch of service, | 


ad that the members of our organi- | 


I am calling this to your attention | 


| for our government to follow, that 
\l am just wondering whether it| 
| wouldn't be advisable on your part 


the | 
sponsored | 


retailers | 


of | 


ON THIS ISSUE? 


The rove Journal Bulletin 


ce, Anode tsiand 


| The Providence Journal and Evening Bul- 
| letin scheduled this 200-line ad last Sun- 


| day in newspapers of foar Midwest 

states to help break down political fears 

over extension of gas and fuel oil 
rationing. 


Midwest Asked 
to Volunteer for 
Gas, Oil Rationing 


Providence, R. I., Aug. 12.— 
Adopting a medium in which they 
have absolute confidence to do the 
job, the Providence Journal and 
Evening Bulletin turned to adver- 
tising this week to get the Midwest 
on record in favor of extending 
gasoline and fuel oil rationing. 

Much has been written in recent 
months about the fears of Washing- 
ton politicians over retaliation at the 
polls next November following any 
attempt to extend rationing of gas 


and oil from the East to Western 
states. 
“When it became obvious that a 


wall of political fear in Washington 
was rendering impossible a west- 
|} ward extension of gasoline and fuel 
oil rationing as a means of helping 
New England,” Sevellon Brown, 
editor and publisher of the Provi- 
dence newspapers, declared, “we 
thought it common sense to go back 
to the grass roots of public opinion 
by using straight paid advertising 
to ask the people of the Midwestern 
states to help us out.” 

The Journal and Evening Bulletin 
ran 200-line advertisements Aug. 9 
in the Chicago Tribune, Cincinnati 
Enquirer, Cleveland Plain Dealer, 
Detroit News and Indianapolis Star, 
appealing to an estimated 10,000,000 
people in those four states to wire 
| their Senators and Congressmen that 
they are willing to share in gas and 
fuel oil rationing. 

The American Institute of Public 
|Opinion, according to Mr. Brown, 
jintends to survey the four-state 
Midwest area on the issue this week. 
“We have high hopes that this will 
|convince the politicians that Ameri- 
/cans are more resolute to share sac- 
rifice and to win this war than they 
thought them to be,” he said. 


Carter Elected Head of 
Western Daily Newspapers 


B. M. Carter, advertising manager 
of the Vancouver Province, has been 
elected president of Western Daily 
Newspapers Advertising Managers’ 
Association. 

Other officers elected were F. Rex 
|Werts, Vancouver News - Herald, 
vice-president; and A. H. Middleton, 
Vancouver Sun, secretary-treasurer. 
Committee chairmen include: gen- 


| eral advertising, A. Hulme, Saska- 


toon Star; retail advertising, T. 
Dwan, Edmonton’ Bulletin, and 
classified advertising, W. Patterson, 


| Victoria Times. 
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Diversified Media 
List Gets ‘42-43 
Zenith Promotion 


Chicago, Aug. 13.—Although its 
plant is completely converted to 
war production, and civilian manu- 
facture of radios ceased last April, 
Zenith Radio Corporation has begun 
a year-round advertising campaign 
in 25 magazines and farm papers. 
An interesting feature of 
is the fact that, although Zenith 
use smaller than 
the 
ture will be the 

J. J. Nance, 
announced the 
that a similar 


will 
space 


same. 

vice-president 
campaign, recalled 
style of promotion 
He also declared 


in the past. that 


the drive 


previously, 
company's advertising expendi- 


who 


had been used for Zenith portables 


the small - space, wide - circulation 
campaign calculated to conform 
with the “government’s desire that 
advertising shall not be flamboyant.” 


is 


Began in “Newsweek” 


The promotion started in News- 
week July 27, and copy will follow | 
in American Magazine, Better 
Homes and Gardens, Collier’s, Cos- 
mopolitan, Country Gentleman, 
Esquire, Liberty, Look, 
Movie-Radio Guide, 
graphic, Popular Mechanics, Red- 
book, Scientific American and The 
Saturday Evening Post. Farm papers 
on the list are Farm Journal 
Farmer's Wife, Midwest Farm fous 
Unit and Southern Planter. 

Copy for the campaign is based 
on Zenith’s statement that the last 
war was directed largely by tele- 
phone while the present conflict is 
being run by radio. The copy also 
prophesies that “airplanes and radio 
are two of the four great industri ies | 
destined to lead this country back 
to normalcy after peace.” 


FOR A GOOD 
DAYS WORK IN 


ST. LOUIS 


nox 


¥Y AIR-CONDITIONED RATES FROM $3.2 


'GETA GOOD 
NIGHTS SLEEP AT 


Edgar G. Herman, Zenith 
manager, told ADVERTISING AGE that 
the principal objects of the drive 
are to hold dealers by showing that 
the company is still talking about 
the radio business, and to reach a 
wide group of readers. 

The idea of small 
greatly diversified list, 


space in a 
Mr. Herman 


McCall’s, | 
National Geo- | 


sales | 


said, is comparable to a single plane 
raid in contrast with a salvo. Ac- 
cording to Zenith, at a little less 
than 48 hour intervals different 
magazines will be issued carrying 


Zenith copy —and this rapid-fire 
promotion will continue until April 
|30, 1943. 


Schaffer, Staley Join 
KPO in San Francisco 


Henry Schaffer, for the past four 
years commercial manager of 
KVOA, NBC affiliate in Tucson, has 
S| joined the National Broadcasting 
Company as sales promotion man- 
ager for KPO, San Francisco. 

Don Staley, formerly with KFRC, 
San Francisco, as account executive, 
| has been appointed local sales rep- 
resentative for KPO. 


Rug Account to Moss 

Moss Associates, New York, has 
been named advertising agency for 
Aldon Rug Mills, manufacturer of 
Beauty-Tred rugs. Business papers 


and consumer magazines will be) 
used. 

‘Named Ad Manager 

/ Victor C. Trebay, a member of 


the Bronx Home News’ New York 
advertising staff, has been 


national advertising manager. 


named | 


Day and Night 
Operation 


You will find upon investi- 
gation that we appreciate 
Catalogue, Publication and 
General Printing require 
ments and that our service 
meets all demands. We 
will be glad to help solve 
your printing and asso- 
ciated problems. 


ARTISTS 


ment and facilities to pro- 


The usual and unusual, also 
Color presses. The largest 


One of the largest, most efficient and completely 
equipped printing plants in the United States 


NATIONAL AND LOCAL 


Catalogue, Publication and General Printing 


ONE OR MORE COLORS 
e ENGRAVERS e 


Business Methods and Financial Standing the 
Our SPECIALTIES Highest Use NEW TYPE for 
(Inquire of Dun & Bradstreet, Inc., or other Credit | 
Agercies and First National Bank, Chicago, Illinois.) | 
CATALOGUES pr Catalogues, | 
PUBLICATIONS Advertisements ] 
BOOKLETS Proper Quality and General 
HOUSE ORGANS Because of up-to-date equipment and Printing 
ante k We h ave a large battery of 
PRICE LISTS est workmen. type casting ronan and 
with our system — having 
FLYER . . our cwn »e ounar - 
re Quick Delivery use dhe tae om poy = 
Because of Automatic machinery and | tome 44 ped by. cus: 
ee Day and Night service. po) Fn Bong he Ee 
Ri h Pp a be furnis hed if desired ] 
ALSO GENERAL ight Price Clean Linotype 
PRINTING Because of superior facilities and efficient 
requiring the same equip- 0 and Monotype 


management. 


duce. . . We have a lar 

( ge number of 
Satisfied Customers Linotype and Monotype ma- 
TYPESETTING A -hines and they are in the 
Linotype, Monotype, Ludlow, | Our large and growing business is be- | '2"ds of expert operators. 
\ Hand —_ We have the standard faces 
cause of satisfied customers, because of ind special type faces fur- 

PRESSWORK repeat orders. We are always pleased | ™"°? * desired 


to give the names of a dozen or more of 


and most economical our customers to persons or firms con We have a large number of 
. ° . j to-date pr e the us- 
suena templating placing printing orders with | Ub‘oo7"e presses meus 
The usual and unusual. leo | US: Don't you owe it to yourself to find | Presses a 
1e usual C s | s< anda teeders re the best 
machine gathering, machine | out what we can do for you? 
covering, special trimmers Bindin and 
Special Folders Unusual /" ; Tal , ’ fete *y: 3 ° 
rong TR, my - ( + with Fe about your printing Mailing Service 
chines. The largest and most pro ems and as ing for estimates does With our up-to-date unusual 
onomical @ not place you under any obligation whatever. icldine, saadien” sechina 
ind covering machine he 
MAILING Let Us Estimate on Your Next Printing | !acilities of our binding and 
4 jesired, we mail your cme Bey cog ody nag ns 
ed matter direct from | The LARGE and the SMALLER ORDERS urge that we de he 
Chica jo — the central dis- ite onice oF — . 
ributin , . . fast ; the € print 
tributing point. (We are strong on our Specialties) are ; 


Printing Products Corporation 


* NATIONAL PRINTERS tocar m 
Help Win ONE OR MORE COLORS Buy U.S. 
the War * Telephone WABASH 3380 — Local and Long Distance Bonds 

Polk and La Salle Streets « Chicago, Illinois * 


ELECTROTYPERS | 
MAKE A PRINTING CONNECTION WITH A SPECIALIST AND A LARGE AND RELIABLE PRINTING HOUSE | 


Printing and Adver- 
tising Advisers 


1dvise in determining meth- 
for economical production 
If you want copy and illustra- 
tions prepared for one issue of 
printing or an advertising cam- 
paign planned we assist in 
securing catalogue compilers 
advertising writers, artists, de- 
signers, illustrators, proper 
agency service, counselors or 
any other assistance requested. | 


od: 


Faces 


— 


This diary embraces the 
vertising men. It is presented 
exactly as written, 

of any 


August 3. God bless Miss Malaprop! 


I can see that she is going to add 
color to my life. Today I asked what 
her friends thought about her work- 
ing in the advertising business—did 
any of them think it was a racket? 
Why, no, she said: she had never 
heard of any stamina attached to 
this business Stigma’ 

August 4. The boys who are help- 


ing the Advertising Council 
campaigns for government 
are making a mistake They are 
using too many of the conventionai 
tricks of the trade in their copy. The 
public is in no mood for this when 
it comes to war aims. All they want 
and need is to be told simply, clearly 
and authoritatively what they should 
lo—and Lord! how they want that 
The less like advertising the message 
is, the better the results will be. 


prepare 
purposes 


August So people have 
now left our organization for the 


} 
Various services that those who re- 
| 


many 


main are beginning to complain of 
overwork, I tell them if they had 
ever thinned vegetables in a garden 
they would know that this just gives 
them more room to grow 


As every 


| 
August 6 


srows and gets older it 
its mistakes and deadwood in per- 
sonnel, There isn't any doubt that 
| some of our people who have left for 
| war service would have had to be let 
go, sooner or later, anyhow. So what 


organization 
accumulates 


do we do when these people begin to 
come home and want their jobs 
back? This is one kind of post-war 


The Diary of an Ad Man 


observations 
one of America’s most prominent and 


without benefit 


; 


and reflections of 
widely known ad- 
ADVERTISING AGE weekly, 
of “editorial direction” 


in 


kind. 


planning every 
to do now. 


manager can 


August 7. An out-of-town acqu 
ance who runs a specialty shop, 


ing rather high priced, unique } 


furnishings, asked me _ today 
some advice about the kind of ad 
tising he should do He has s 
for him, quite a little money 
magazine ads, and never made 
of them pay. Similar shops 

similtr merchandise have 

magazine and newspaper advert 


pay when located in a big city, w 


their advertising could build cus 
ers and good will as well as 
immediate sales, ,But my frie: 


not so located, and he will never 

out on a mail order basis. The) 
still too high a mortality among 
year advertisers of this kind, be« 
from neither agents nor media r 
sentatives can they get the ki: f 
guidance they need. 


A ugust 8, 
minds me 
chairman 


Speaking of failure 
of the time I tried 
of a program comn 
to get two of our leading agent 
tell the stories of their first adyv« 
ing failures. Could I do it?) Any 
gram chairman who wants to tr S 


welcome to the idea. 

August 9 Cutting down holly! s 
today gave me a foretaste of 
nostalgia which fall brings t ‘ 
gardener. Maybe the fact th | 
have been turning out Chris 
copy this past week has adva d 
the seasons in my blood. 


WHAM, University 
Plan Broadcasts 
on Post-War Aims 


N. Y., Aug. 13.—Post- 
/war problems, economic and _ polit- 
ical, domestic and_ international, 
will be spotlighted in “The World 
| Tomorr ow, 


| Rochester, 


on Sept. 1. 

The series of evening programs 
will be produced under the direc- 
tion of the War Information Center 
of the University of Rochester, 
with Alan Valentine, president of 
the university, serving as chairman. 

The purpose of the program, ac- 
cording to William Fay, general 
manager of WHAM, 
cus public attention upon major 
| post- -war issues, and to strengthen 
|war morale and determination by | 
encouraging better 
of war objectives. 
| Discussions of consumers’ post- 
/war marketing and production prob- 
lems will be included. 


a sustaining program to | 
_be launched by WHAM, Rochester, | 


will be to fo- | 


understanding 


Canada Restricts 
Instalment Buying 


Beginning Aug. 1, the Canadian 
Wartime Prices and Trade Board 
further restricted instalment buying 
Down payment of one-third of the 
| total value of wearing appare!, in- 
| cluding haberdashery, lingerie, hats 


and hose, is now required, minimum 
deposit $5, and credit limited to six 
months. Furniture buyers must 
make a cash deposit of 20 per cent 
instead of 10 per cent, with a maxi- 
mum credit period of one yea: 

The Simplified Practices Division 
of the board has laid restrictions on 
the cosmetic industry, limiting 
shades of talcum powders and 
shades of rouge to four each. Manu- 
facturers may not change trade 
/names, brands, shades, odors or 
|size of containers without permis- 
| sion. 


Baker to NBC . 


Ray Baker, formerly commercial 
| department account executive with 
‘the Mutual-Don Lee network and 
Station KFRC, San Francisco, has 
been appointed network sales repre- 
| sentative for the National Broad- 
‘casting Company in San Francisco. 


_ With Faithorn 


COMPLETE SERVICE 


PRINTING 


eliminate worry 


+ 


SPEEDING IT UP 


This can be accomplished through Faithorn 


ing, (3) Printing, with art work and layouts — 
all under CNE roof. We think in terms of results. 
Why send cuts to one concern—ads to another 
many blocks away—and then give your printing 
to a firm even farther distant? You can cut cos's, 


Money by having us do the complete jo 
Only ONE order and ONE contact necessory- 


THE FAITHORN CORPORATION 


Complete Service 


of (1) Ad-setting, (2) Engrav- 


and save Time, Trouble ond 


Ad-Setters @ Engravers e Printers 


504 Sherman St., Chicago * Phone Wab. 7820 
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NBC Reverses 
Stand, Seeks 
Voice in NAB 


Miller Calls Disunity 
in Industry "More 
Vocal Than Real" 


Washington, D. C., Aug. 11.— 
Terming the lack of unity within 
the group in many cases “more 
vocal! than real,” Neville Miller, | 
presiient of the National Associa- 
tion of Broadcasters, acknowledged 
last week a membership application | 
from the National Broadcasting | 
Company in which Niles Trammell, 
NBC president, criticized “confusion 
and ineffectiveness” in the industry. | 

Reversing the membership stand | 
taken by NBC at the Cleveland | 
convention of the association last 
May (ADVERTISING AGE, May 18), 
Mr. Trammell nevertheless reit- 
erated in his letter of application | 
that the network saw no need for} 
the type of network membership 


yoted at the convention; that it) 
opposed mandatory placement of a 
network spokesman on the associa- 
tion’s board of directors; and that it 
considered the membership dues 
“unduly excessive.” 

“The Cleveland convention, how- 
ever, through its democratic proc- 
esses voted against the position I 
took, and in applying for member- 
ship now I am doing so because I 
feel it advisable to abide by the 
decision of the association,” Mr. 
Trammell said. NBC is joining the 
group, he continued, with the hope 
of promoting peace and cooperation 
throughout the industry. 

Differences in the ranks of broad- 


casters, said the NBC chief, “with 
many voices speaking in Washing- 
ton for them,” have led to much 
confusion, and “this situation de- 


mands prompt correction.” 

In acknowledging the application, 
Mr. Miller recalled that the network 
dues schedule was adopted last fall 
after discussion, and that he believed 
it had met with NBC approval. 
Association by-laws regarding net- 
work representation on the board 
have been changed twice within 
recent years and NBC will be privi- 
leged to propose a new amendment, 
he said. 

The NAB membership on _ the 
whole has been loyal, Mr. Miller 
said, and there have been few resig- 
nations, adding that he hoped others 
who have disagreed with NAB poli- 
cles will follow the example of | 
NBC in making the association rep- | 
resentative of all interests. 

Mutual Broadcasting System re- 
signed from the association last! 


year, and has revealed no intention 
of changing its mind. Columbia 
Broadcasting System signed up 
promptly during the Cleveland 


/convention, and Paul Kesten, vice- 


president and general manager, was 
named to the NAB board. John 
Shepard III, president of the Yan- 
kee Network, campaigned unsuc- 


cessfully for an amendment to 
the association by-laws, which 
would give networks associate 


membership, and his stations later 
resigned from the NAB (ADVER- 
TISING AGE, June 1). 


Pryor Advanced 


Don Pryor has been named San 
Francisco representative for news 
and special events broadcasts for 
Columbia Broadcasting System. 


Cook Book Page 
Features Use of 
Lysol in Homes 


(Picture on Page 39) 


New York, Aug. 13.—Augmenting 
its current “home emergency” ad- 
vertising theme, Lehn & Fink Prod- 
ucts Corporation will feature Lysol 
disinfectant on the punched page 
insert of the September issue of 
Better Homes & Gardens, thus be- 
coming the first user of the special 
‘insert outside the food field. 

The new layout was developed by 
Lennen & Mitchell, agency which 
handles the Lysol account, and 
Dorothy Cocks, advertising director 


of Lehn & Fink, and utilizes the 
insert to offer mothers and house- 
wives practical hints for “home de- 
fense against germs.” When folded 
the insert provides four unit pages 
featuring emergencies common to 
homes today, and treatments which 
employ the use of Lysol for first 
aid, the sick room and house clean- 


ing. Prominent mention is given to 
a new “Wartime Manual for 
Housewives,” offered free on re- 
quest. 


Merchandising plans include tie-| 


ups with department stores handling 
Lysol and the Better Homes & Gar- 
dens cook book, in which the 
punched page may be inserted for 
permanent filing. The magazine 
launched its cook book in 1930, and 
five years ago added the editorial 


cook book page with punched holes 
to fit subscribers’ copies. Lamont, 
Corliss & Co., for Nestle’s chocolate 
and cocoa, was the first company to 
pattern its copy after the punched 
page (ADVERTISING AGE, Sept. 22, 
1941). The publication last year 
started retailing the book through 
book and department stores, instead 
of direct to subscribers. 


Joins Volunteer Group 

Harry Keller, formerly publicity 
director of Colgate-Palmolive-Peet 
Company, has been appointed co- 
ordinator of public relations for 
Dogs for Defense, Inc., New York. 
This is a volunteer organization of 
dog owners and trainers to recruit 
and train sentry and guard dogs for 
the Army. 


Om 
Among other companies using 
The New Yorker to sell people whose 
ideas other people copy are: 


AMERICAN TEL, & TEL. 
BANK OF NEW YORK 
BAUSCH & LOMB OPTICAL CO. 

BELL AIRCRAFT 
BOEING AIRPLANE CO, 

DE BEERS CONSOLIDATED MINES 
EATONS OF CANADA 
FARNSWORTH TELEVISION & RADIO CORP, 
HUNTLEY & PALMERS 
JOHNSON SUTURE CORP, 
LADIES’ HOME JOURNAL 
LIFE MAGAZINE 
LOCKHEED AIRCRAFT CORP, 

R. H. MACY & COMPANY 
GLENN L. MARTIN CO. 
NEW YORK CENTRAL 
PENNSYLVANIA RAILROAD 
PEEK FREAN, LTD. 


PHILADELPHIA EVENING BULLETIN 


PHILCO CORPORATION 
SOLAR AIRCRAFT COMPANY 


WERE STILL WORKING TO CADILLAC STANDARDS ! U.S. 


NAVY RECRUITING BUREAL 
VULTEE AIRCRAFT, INC, 
WACO AIRCRAFT COMPANY 


VMIUC TL of the work we are doing at ( adillac in the great men and our shop executives are extremely grateful for 


task of arming America is held to limits of accuracy these assignments They enable these superlative 


never before achieved in quantity production The craftsmen to turn from the works of peace to the works 


( adillac-built tanks and the vital precision parts for of war—and still exercise the special skills cultivated 


the famed Allison aircraft engines, which are our over so many years of building to Cadillac standards 


special responsibilities today, both demand the very In other words, they will continue to be worthy of 


highest order of workmanship and skill. . Our work the Cadillac heritage of quality 


CADILLAC MOTOR CAR DIVESTON GENERAL MOTORS CORPORATION 


| es FoR 
oars i at " 


adillac recognizes the importance of maintaining its fine reputation 
with the people at the top—the people who mould public opinion. Along 
with an increasing number of other industries, they are using the pages of 
Tue New Yorker to tell these people what they are doing during the war. 
Tue New Yorker is one magazine that is read closely by the men and women ot 
the country who mould public opinion. Advertising in THe New Yorker reaches these key people 
at the top—people who must be reached to maintain and preserve the 


reputations which these industries have painstakingly built through so many years. 


THE 


NEW YORKER 


No. 25 WEST 4300 STREET 
NEW YORK, N. Y. 
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Price Confusion 
Hits P&G Volume; 
Stabilization Seen 


Deupree Expresses 
Optimism in Company's 
Annual Report 


Cincinnati, Aug. 12.—Trade diffi- 
culties, attributed to the introduc- 
tion of price ceilings, caused Procter 
& Gamble Company’s shipments of 
soap and shortening to dip slightly 
during the fiscal year ended June 
30, Richard R. Deupree, president, 
reported in his annual statement 
this week. Observing that “we do 
not consider this upsetting, because 
it has simply meant a liquidation 
of dealers’ stocks,” he indicated a 


| 
‘return to normalcy in the months 
ahead. 
For the most recent 12-month 
| period, P&G earnings totaled $21,- 
| 469,214, compared with $27,582,081 
|during the 1941 fiscal year. Net 
| sales for the year just ended showed | 
}an increase of four per cent in ton- 
/nage and 25 per cent in dollar vol- 
|}ume over last year. 
| In expressing optimism over 
|\P&G’s future, Mr. Deupree also 
pointed out that operations abroad 
have been very satisfactory. Three 
English plants have been operating 
regularly, with only _ insignificant 
damage reported thus far. 


American Safety Razor 

For six months ended June 30, 
net income was $308,465, compared 
with $90,808 for the same period of 
1941. 


Goodyear Tire & Rubber 
Earnings for six months ended 

June 30 amounted to $4,123,961, 

against $6,196,756 for the compar- 


able period a year ago. 


United Biscuit Co. 


earnings were $491,973, compared 
with $418,185 for the first half of 
1941. 


Pacific Mills 

Earnings for six months ended 
June 27 totaled $886,034, against 
$1,044,950 for the comparable period 
of last year. 


Time, Inc. 


For six months ended June 30, 
net profit was $1,427,414, against 


$2,194,028 for the first six months 


a year ago. 


Tide Water Associated Oil 


For six months ended June 30, 
earnings amounted to $5,037,098, 


compared with $6,247,247 during the 


same period of 1941. 
Scott Paper Co. 


Earnings for six months ended 
July 4 were $837,890, against $869,- 
965 for the comparable period a 
year ago. 


Real Silk Hosiery 


For six months ended June 30, | 


For six months ended June 30, 
earnings were $19,000, compared 
with $11,585 during the same period | 
of last year. 

Continental Baking Co. 

For the 26-week period ended 
June 27, earnings totaled $1,294,313, 
compared with $1,253,934 for the 
same period of 1941. 


Purity Bakeries 

Net profit for 12 weeks ended 
|July 11 was $352,813, against $282,- 
|933 during the comparable period 
of last year. 
Radio Corp. of America 

For the quarter ended June 30, 
earnings amounted to $993,133, com- 
pared with $2,178,921 for the com- 
parable period of 1941. 


Lily Tulip Cup 

For the year ended June 30, net 
profit was $754,802, compared with 
|$607,220 during the comparable 
|period a year ago. 


we 
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Bristol-Myers Co. 


| 


—e ee 


For the quarter ended June 30 
earnings were $315,792, againg 
$443,967 during the second g ni 
of 1941. 


Flintkote Co. 

For 16 weeks ended Ju 18. 
earnings totaled $384,841, con ared 
with $710,477 during the same 
period last year. 


‘arter 


Electrolux Corp. 

Earnings for the quarter cndeg 
June 30 were $53,906, compare 
with $460,506 during the com; 
period a year ago. 


National Dairy Products 

For six months ended Jur» 39. 
earnings amounted to $5,425 429 
compared with $5,635,680 for the 
first half of 1941. 


Household Finance Corp. 

Net profit for six months ended 
June 30 was $2,439,140, avaings: 
$2,709,153 for the same peri d of 
last year. 


Commercial Credit Co. 

For six months ended June 39. 
earnings were $3,502,359, compared 
with $4,367,516 during the com- 
parable period a year ago. 


Shell Union Oil Corp 

For six months ended June 39. 
net profit was $7,228,950, against 
$7,829,945 for the first half of 1941. 


McGraw Electric Co. 

Net earnings for year ended June 
30 amounted to $1,336,305, against 
$1,678,726 for the preceding year. 


Certain-teed Products 

For six months ended June 30. 
earnings were $458,609, against 
$507,623 during the comparable 
period of 1941. 


U. S. Rubber Co. 

Net profit for six months ended 
June 30 amounted to $1,554,841, 
compared with $6,203,314 for the 
first half of last year. 


Parke, Davis & Co. 

For six months ended June 30, 
earnings were $2,781,563, against 
$3,348,067 for the comparable period 
a year ago. 


Atlantic Refining Co. 
For six months ended June 30 
loss amounted to $1,576,950, com- 


know we’re in a war! 


into a 30-minute program to keep Clevelanders posted and 


There’s plenty of war consciousness in Cleveland, It has 


been sowed, nourished, 


cultivated in many ways. And a 


radio show called Cleveland At War has helped bring it into 


full bloom. 


Produced by WGAR and aired every Sunday afternoon, 


this program presents a close-up of the local war scene at a 


time when nearly all can 


Sidney Andorn and his 


listen. During the week, Director 


mobile recording crew cover the 


town, transcribing the stories of things our people are doing 


to help win the victory. It may be a thrilling tale by a local 


boy who served on the I 


first ““WAAC”’, 


exington, or an interview with our 


or the presentation of an Army-Navy Award 


to some local plant. Together with commentary and music, 


the actual voices of Clevelanders in the news are molded 


BASIC 


SeCaTtIGNRs«s COCLCEGRBIA 
G. A. Richards, President...John F. Patt, Vice President and General Manager 


BROADCA 


pepped on the war effort. 


Home folks have worked harder since hearing the local 


machinist who lost a son at Wake. They have bought more 


bonds since tuning in the neighborhood kid who went from 


beating tracks across their lawns 
Midway. They have been more 


Red Cross since lending ear to 


to beating down Japs over 
generous with U.S.O. and 


a simple but sincere radio 


program, one that truly voices Cleveland’s determination... 


“we know we're in a war!” 


STING 


SYSTEM 


. 


Edward Petry & Company, Inc 


National Representative 


|pared with net profit of $5,061,543 
|during the first half of 1941. 


‘Star’ Suspends Publication 
The Daily Star, Mangum, Okla 
has suspended publication as 
daily newspaper for the duration 0 
| the war, during which time it wi 


be published weekly on Sunday 
with its companion, the Greer 
County News, being issued 
Thursdays. 


B & B Promotes Owens 


Franklin Owens, formerly assis‘ 
ant to George Kern, has bee! 
named to succeed him as radio time 
buyer at Benton & Bowles, Ne 
York. Mr. Kern resigned to becom 
a captain in the Army. 
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Missing 
Something? 


‘ 

Schedule Troy. 
you'll miss a £0" 
| \ “eatch” moné 

major New York 

State morket* 

Total retail sales, $44,624.00 year 
ly. Blanket coverage co-'s onl’ 


l2e per line. 
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L comers 


Leaders in the Painting Industry 
Do tt 


UINSKY & SONS, INC 
oo 


Greatly expandéd work of D. Zelinsky 

& Sons, sub-contractor in the paint busi- 

ness, is pointed up in this large-space 

advertisement run in San Francisco 

newspapers. Brisacher, Davis & Staff, 
San Francisco, is the agency. 


Says British May 
Scrap BBC in 


Favor of Sponsors 


New York, Aug. 11.—Current 
radio trends in Great Britain point 
to the possibility that sponsored 
broadcasts will supplant the BBC 
government monopoly after the war, 
according to W. B. B. Ferguson, man- 
ager of Lord & Thomas’ London 
office, who participated in a sym- 
posium conducted here today by 
the American Marketing Associa- 
tion. 

Mr. Ferguson offered his views of 
the post-war era along with Walter 
Elliott, president of Elliott-Haynes, 
Toronto, and A. W. Lehman, man- 
ager of the Cooperative Analysis of 
Broadcasting. 


American-Style Programs Favored 


The popularity of American-style 
programs among British listeners 
nd the higher ratings accorded 
mmercially - sponsored shows, as 
mpared with BBC offerings, were 
emphasized by Mr. Ferguson. He 
dserved that inasmuch as the gov- 
ernment had never been able to real- 
ze sufficient revenue out of license 
lees to pay for the upkeep of BBC, 
‘ would not be difficult to push 
egislation through Parliament forc- 
ng a relinquishment of the wave 
ngth monopoly. Under such a re- 
gnment, he said, BBC might con- 
“nue to operate two of the seven | 
ave lengths, with the remaining | 
ve available for independent and | 
mmercial broadcasters. 
Listening habits have undergone 
iny changes in Canada since the 


5000 WATTS 
AT 
970 KC. 


The Perfect Combination 


war started, Mr. Elliottt reported, 
pointing particularly to the in- 
creased size of audiences. The high 
degree of listening stimulated by 
war news will probably remain 
when peace returns, he said. 


| 


War Will Level Incomes 

| 

Mr. Lehman predicted that one of | 
the most significant economic effects 
of the war, insofar as radio is con- 
cerned, will be a leveling of income 
classifications, with fewer very rich 
people and fewer very poor. The 
result, he pointed out, would be 
mass audiences with recreational in- 


pattern, he said, is an excellent} 
background for the presentation of 


radio, essentially a mass medium. 


Steero Cubes Schedules 
Largest Fall Drive 

American Kitchen Products Com- 
pany, Ozone Park, N. Y., has sched- 
uled what is said to be its largest 
campaign for Steero bouillon cubes 
for release late in September. 


Ads will appear two and three 
times weekly in 30 newspapers 
located in 22 cities from coast to 
coast, while magazine insertions 
will be run monthly in Family 
Circle and Western Family. Rose- 
Martin, Inec., New York, is the 


Steero agency. 


|terests more nearly alike. Such a, Brooks Agency Moves 


Brooks Advertising Agency, Los 
Angeles, has moved to larger offices 
at 416 W. Eighth street. 


Coming 
Conventions 


Sept. 15-16. 
Association, 
top Lodge, Skytop, Pa. 

Sept. 14-16. Insurance Advertis- 
ing Conference, annual meeting, 
Hotel Roosevelt, New York. 


National Publishers 


Sept. 17-19. Advertising Typog- 
raphers Association of America, 
annual convention, Hotel Statler, | 


Cleveland. 


Sept. 28-29. Southern Newspaper 
Publishers Association, annual 


annual meeting, Sky-| 


25 
| 
‘meeting, The Arlington, Hot 
Springs, Ark. 
Oct. 3-4. Mail Advertising Serv- 


ice Association, second war confer- 
‘ence, Hotel Statler, Detroit. 

Oct. 12-14. American Photo-En- 
gravers Association, annual conven- 


tion, Netherland-Plaza Hotel, Cin- 
cinnati. 
October 15. Audit Bureau of 


Circulations, annual meeting, Pal- 
mer House, Chicago. 


Umphrey Named Sales Dir. 


E. J. Umphrey has been appointed 
director of sales for General Motors 
Products of Canada, Oshawa, Ont. 
He has been with the General 
Motors organization for more than 
20 years. 


WoeoKXVRAMINUTES. 


to catch the eve of a preoccupied reader, Then every extra minute the 


Many’s the crisis these days when extra minutes are 
a godsend, But there’s seldom ‘a moment more critical 


than when a good advertisement is fighting against time 


reader lingers near is a real break for the copy. 


In Cosmopolitan your advertising gets these breaks —and plenty 
of them. Cosmopolitan holds its readers longer... keeps them coming back 
more often... because Cosmopolitan is America’s outstanding fiction maga- 


zine and prints more words per issue than any other major magazine. 


Doo AMINT 


Readers pay 35¢ a copy. They get a big, fascinating book for their money 


—one they happily stay 


with for hours. 


And the extra minutes readers spend with Cosmopolitan mean 
i 


longer life, greater opportunity for your advertising message. 


Ask to see Cosmopolitan’s report on magazine reading time, based 


ona study by Elmo Roper. In it you'll find a highly useful measure of ad- 


vertising opportunity. For your copy, write to 959 Eighth Avenue, N.Y. 
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it can he told! 


Greatest reader interest survey ever 
made by Cos. was its price increase, 
to 35¢, with July issue. Result: 
newsstand sales approximately 
100,000 greater than July ‘41 issue, 
10,000 greater than June ‘42, 


For baseball fans: Dan Parker in 
Sept. Cos. tells how Ed Barrow 
had Doc Amole, Wilmington 
pitcher, serve up a large Fourth 
of July torpedo, instead of a base 
ball, co Honus Wagner in first 
night game (1896). "In the dim, 
flickering light Wagner couldn't 
tell the difference. He took a toe- 
hold, banged it right on the nose. 
Theexplosion socked the ball yark 
and made Honus turn a back flip.” 


Last month's call-of-the-month 
was from Edna Ferber. “I'm think- 
ing of a story,” she said. “I don't 
know how good it is, or whether 
you'll like it, but it's about a man 
and a lite-boar.”’ (It’s in Sept. Cos.) 
Big writers, our editors observe, 
are usually like that- modest, un- 
assuming, even shy. And inciden- 
tally, like good reporters, they 
never miss a dead-line, 


They were holding the presses for 
Ursula Parrott’s Sept. story. Ursula, 
in Miami, gave the MS, to an air 
mail pilot to deliver. Two days later 
she saw him in Miami, “My God,’ 
he said, “I forgot your package.” 
Into the air-mail it went again, ar- 
riving here barely in time. 


Fates saved another story -for Sept. 
Recently fire raged through the 
great California ranch of Ceegee 
and Kathleen Norris, destroying 
priceless art treasures from over the 
world. But MS. for Come Back to Me, 
Beloved had just been sent East. 


Which reminds 
us that when 
Nancy Titus got 
word that we'd bought her new 
short novel, Families are Like That 
(Sept. Cos.), she got excited, ran 
out to celebrate, started her jalopy 
too abruptly. Engine caught fire, 
burned up car. Spark of genius, 
did someone say? 


Maybe, after all, you don’t know 
all about women, though an ad 
man should. Then read George 
Gallup's article in Sept. Cos. Tells 
what the typical American woman 
thinks about home, family, sex, 
morals, money, vitamins, war, poli- 
tics, fun, herself . . . and you! 


Be sure to read Seversky's Land- 
Based Aviation Will Win the War 
in Sept. Cos. Here the famous au- 
thor of Victory Through Air Power 
tells why he considers aircraft car- 
riers doomed, and presents his 
sensational program for victory. 


Who's the most beautiful girl on 
Broadway? You'll enjoy the 
answer, next month, Oct. Cos. 
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Ramen in the 
Armed Forces 


Edwin J. Fitzpatrick, formerly 
vice-president and sales manager of 
Harold H. Clapp, Inc., Rochester, 
N. Y., baby food manufacturer, has 
been commissioned a major in the 
Army, with assignment to the serv- 
ices of supply. 

C. Gordon Hynes, for the past five 
years space buyer for Vickers & 
Benson, Ltd., Montreal, has gone 
into active service with the Cana- 
dian anti-tank corps and is now sta- 
tioned at Petawama Camp. 

H. A. Barrett, sales manager of 
the Valmont Company, Walkerville, 
Ont., has taken a leave of absence 
to serve as an intelligence officer 
with the U. S. Army air forces. 

R. C. Baker, director and account 
executive of Baker Advertising 
Agency, Ltd., Toronto, has enlisted 
in the Royal Canadian artillery. 


Time Out for a War— 


Back Soon — We Hope. 


Edmund F. Johnstone, president 
of Redfield-Johnstone, New York 
agency, has taken a leave of absence 
to join the Army air forces. 

Pvt. Donald H. Cornish, formerly 
associate editor of the “McCormick 
Reaper,” house organ of the Interna- 
tional Harvester Company, has been 
assigned to the public relations de- 
partment at Chanute Field, Rantoul, 
Ill. 

R. P. Palmer, assistant advertis- 
ing manager of Lumbermen’s Mu- 
tual Casualty Company and _ the 
American Motorists Insurance Com- 
pany, Chicago, has been commis- 
sioned a lieutenant (j.g.) in the 
Naval reserve. He has been as- 
signed to Treasure Island, San 
Francisco. 

Harry K. Clark, vice-president 
and general manager of Norton 
Company, Worcester, Mass., who re- 
cently returned to the company 
after service with the OPM as a dol- 
lar-a-year man, has been commis- 
sioned a lieutenant-commander in 
the Navy and assigned to the Army 
and Navy munitions board in Wash- 
ington. 

John Pullen, copywriter for 
Baker - Cameron - Soby - Penfield, 
Hartford, Conn., has been inducted 
into the Army and is stationed at 
Fort Sill, Okla. 

E. P. H. James, formerly director 
of publicity and promotion for the 


Blue Network Company, has been 
commissioned a first lieutenant in 
the Army air forces, and reported 
to officers’ training school at Miami, 
Fla., Aug. 10. 

Harry Malootian, tormeriy with 
Post & Johnson, Hartford, has been 
made a corporal in the Army. 

William Jenkins, of William Jen- 
kins Advertising, Philadelphia, has 
been commissioned a captain in the 
Army air forces intelligence. He is 
stationed at Miami Beach, Fla. 

C. Lawton Campbell, formerly 
vice-president and radio director at 
Ruthrauff & Ryan, has been com- 
missioned a major in the U. S. 
Army quartermaster corps. 

Two members of the San Fran- 
cisco office of John B. Woodward, 
Inc., newspaper representative, have 
been called to active duty. Dan V. 
Huguenin, Pacific Coast manager, 
has been commissioned a first lieu- 
tenant in the Army air forces and 
assigned to Miami Beach, Fla., for 
officers’ training. Richard P. Dwan, 
of the sales staff, has been commis- 
sioned an ensign in the Navy and 
ordered to report for duty at the end 
of August. 

Walter S. Haynes, account execu- 


|tive with Kenyon & Eckhardt, New | 


| York, has resigned to accept a com- 

'mission as lieutenant in the Navy. 
Milan J. Brozek, on the art staff 

of R. T. O’Connell Company, New 


\ing, and his 


York, has been inducted into the 
Army. 

J. Russ Williams, formerly art 
director of the Edward Katzinger 
Company, Chicago, has joined the 
Navy and is stationed at Brooklyn 
Navy Yard, N. Y. Curtis L. Peter- 
son, formerly advertising director 
of the company, has been inducted 
into the Army as a private, and is 
now located at Fort McClellan, Ala. 
No successor will be named for 
Pvt. Peterson. 

Charles C. Bennet, for the past 
five years advertising manager of 
the “Independent Grocergram,” Chi- 
cago, official news organ of IGA 
stores, has received a commission in 
the Navy, and has reported to San 
Francisco for training. 

Bill Hartman, assistant director of 
research at William Esty & Co., 
New York, has volunteered for offi- 
cers’ training in the Army. 

Ruth Mary Morton, continuity 
editor of WBOW, NBC 
Terre Haute, Ind., has joined the 
officers’ training school of the 
WAAC at Fort Des Moines. 

R. P. Wettstein, vice-president of 
Keeney Publishing Company, Chi- 
cago, has been commissioned a 
lieutenant in the Navy. He has 
been assigned to Boston for train- 
mail address is the 
University Club, Boston. 

Ralph E. Barrett, member of the 
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VihouT the idle 


an Oregon log would make lumbering a hollow business 


¢ And without the middle-income* families, Portland is a pretty 


hollow market. 


¢ There are 102,234 families in Portland, 57,353 of which are in that 
all-important middle-income group. They are people making 


a nice piece of money today and are looking for a place to spend it. 


© One out of every two of these Portland middle-income families read 
THE FAMILY CIRCLE weekly (Starch Consumer Magazine Report). 
And you have noted from our previous reports that the coverage 


picture for other Western cities and towns is substantially the same. 


. 


¢ If you want to reach these middle-income families in this and other 


important Western population centers, include THE FAMILY CIRCLE. 


* £1000 to $3000. 


affiliate, | 


advertising department of Gryey 
Watch Company, Cincinnati, « hae 
been inducted into the Army : 
stationed at Ft. Thomas, Ky. 7 

Arthur Windett, formerly he 


Chicago staff of Newsweek, | 
ceived a leave of absence to ept 


a commission as a captain the 
Army air forces. Capt. Winder: i. 
now in preliminary traini: at 
Miami Beach, Fla. 

Lewis H. Lederer, adve: sing 


manager, May-Stern Compan) 
cinnati, has been commissioned ; 
first lieutenant in the Army aj, 
forces and will be assigned t \y 
ami Beach. 

Hubert F. Townsend, vice-. ©. 
dent, and Robert McKean, p ic- 


tion manager, have been gr: »teq 
leaves of absence from Shern K 
Ellis & Co., New York, to joi the 
/armed forces. Mr. Townsen: il] 
be commissioned a captain the 


Army air forces. 

W. Stanley Holt, account « 
tive with William Esty & (Co, 
New York, has been commiss ned 
/a major in the Army ordnance and 
is stationed temporarily in \\ ish- 
ington, D. C. 

Lee Larson, head of Lee Lar.» & 
Co., Waukesha, Wis., agency has 
been commissioned a first lieut: nant 
in the Army air forces. The avency 
will continue to operate. 
| Acheson E. Lucey, adve:’ sing 
|manager of U. S. Life Insurance 
Company, New York, has been com- 
missioned a lieutenant in the Navy. 
/He has reported for a_ training 
course at Columbia University 


Liquor Group 
Weighs Choice 
of Ad Agency 


New York, Aug. 12.—Preliminary 
discussions held this week by the 
recently formed Conference o! Alco- 
holic Beverage Industries (Apbver- 
TISING AGE, Feb. 23) indicated that 
the group’s contemplated advertis- 
ing program will be inaugurated 
|shortly in weekly country news- 
papers. Another meeting has beer 
scheduled for next week at which 
it is expected either an agency will 
|be named or a decision reached t 
'place the campaign direct. 

Formed by the liquor industry as 
part of a coordinated public 
|tions program, the group includes 
the Distilled Spirits Institute 
Institute, American Hotel Associa- 
tion and others. Glenn Griswold is 
public relations director. 


—— 
| 
Evelyn to ‘Observer’ 

Art Evelyn, formerly of _ the 
Toronto Globe and Mail, has joined 
the advertising department of the 
Canadian Observer, Sarnia, Ont 
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Cigarel Ills Due 
to Vitamin Lack, 


large part the result of body craving 
for the stimulating and simultane- 
ously restful effects of niacin. In 
other words, what keeps people 
smoking when they really want to 
quit is their continuing need for this 


patting the 
states: “A reasonable conclusion 
from the scientific facts presented 
here is that the helpful or harmful 
effects credited to cigarets are not 
alone the direct result of smoking, 


cigaret, the article 


Winchell Leads 
Hooper Ratings 
With 19.8 Points 


Newspaper Publishers 
Drop Joint Campaign 

After almost two years of opera- 
tion, the Newspaper Publishers 
Committee, sponsor of a cooperative 


: . . lets in which essential vitamins are Winchell, with a rating of 19.8, qemocracy, has suspended its ac- 
; Article Declares Non-Smokers Get Vitamins lacking.” topped all programs in the July 30) tivity J. Walter meal Com- 
t Non-smokers, says the article, gen- Te Hooper national program ratings, pany handled copy during the 
Chicago, Aug. 12.—Into the hurly-| erally manage to pick up the nico-/| py3 ° based on coincidental audience course of the campaign. 

g burly surrounding cigaret advertis-|tinic acid vitamins in their diet, and et to Direct Radi measurement. carting in svegl fall ed 1940, the 
- ing, intensified since Robert Littell’s | the smoking stimulus thus is not so tin-American Radio Second place went to Mr. District nas "ae pb lacee Sag om 
3 Reader’s Digest blast, crept a new strong. Unless there is a shortage William Hillpot, formerly pro-/| Attorney, 13.7; and third to Post periods ranging from 13 ay Fm 
r note this week, a dissertation upon of vitamins B. and B,, the body gram manager of the radio division, Toasties Time, with Frank Morgan jain eg hinge i ‘ 
- the vitamin values of cigarets and|eliminates the nicotine almost as nog Bim ee es and Fannie Brice, 13.5. Abry to ‘Youna America’ 

be sete lea ; sil wae BA ae, Seles 2 ne as . aced in charge o e | 
Bp agg cszet fy evaluate the good and) ast as tis taken in. Deficiency in| New "Fork radio department. He, Others n First 15 foe & ct oe ee 
a “T article, “Life Giving Vita-|disorders, which have been fre- St ee 7 wiles cece —e _ Other leaders in the first 15 were pointed assistant to the publisher 
d mins from Cigarets,” appears in the| quently laid at the cigaret’s door. Naval officer. Kay Kyser, 12.9; Information Please, pod business manager of Young 
< September issue of Progress Digest,| Smokers who smoke for stimulation Mr. Hillpot was formerly program 12; Your Hit Parade, 11.1; Star America, 
e a monthly recently purchased by|usually have less than normal B manager of the Blue Network. Wil- Spangled Vaudeville, 10.3; Kraft) | alc See 
ll the Progress Research Corporation,| vitamin requirements, and substi-| fred Roberts, formerly NBC pro- Music Hall, 10; Major Bowes, 9.5; Tribune to Semi-Weekly 
he Glen Ellyn, Ill. The article snipes| tute tobacco for the B uplift. duction chief, will be his assistant. Take It or Leave It, 9.4; One Man’s) py Tribune, Eufaula, Ala., has 
at the current tobacco-smoking dis-| So, says the article, “If you smoke osu sa Family, 9.4; Gabriel Heatter, 9; changed from a daily to a semi- 
U- cussion, saying: for pleasure, then a sufficiency of Wasey Promotes Wickett Adventures of the Thin Man, 8.8; weekly, and will be published on 
0., ; : a Ra ivitamin B. and B, should accom- ect. Wen & Go. Mew Deak Saturday Night Serenade, 8.7, and Tuesdays and Thursdays hereafter. 
ed Copy Claims “Pointless pany such a practice. If you smoke |p, rag perdoe ea <A dl os Ji ra, Lady Esther Serenade, 8.7. 
any ’ las named Martin Deane Wickett 
na “The arguments pro and con in) largely for spk eanagenan > oo assistant radio director. Mr. Wickett a euneaent 
, he tobacco debate have hinged, not| vitamin B-complex might furnish) was formerly in charge of radio . ll 
a much upon medical or other tes-|this effect at much less cost. And | production for the company. Kellogg Joins Feed Co. SUNDAY HERALD . : 
& timony as to the harmful effects of |if you want to be free of the smok- i Ee E. H. Kellogg, Ss ~——. ~~. ee ". Comacneyt sandindnegprendon : 
las smoking, as upon the ‘price’ paid|ing habit and its unquestioned To Stanfield & Blaikie gp Mages 2 BK, peMrarmmes. with the largest 
int for tobacco; upon the ‘approval of | poisonous effects, then . sufficiency Superior Silk Mills, lingerie man- meal departments for Iowa Feed | vonter telteuing te the tet” 
icy experts’ as to smoking preferment;|of these vitamins in the diet should | yracturer, Prescott. Ont., has ap-| Company, Des Moines. Mr. Kellogg | en ee oe 8 ; 
upon ‘slow or fast burning’; upon | greatly bolster the will power. . .” pointed Stanfield & Blaikie, Mont-| formerly was with Balfour-Guthrie *asC — 3-31-'42 — 85.653 | 
ing the ‘mild or strong’ sensation; and—| After alternately punching and real, its advertising agency. Company, Chicago. : 
nce last but not least—upon ‘the coughs’ | 
_ packed in each carton. In a recent | 
VY. magazine article (Reader’s Digest) | 
ing the entire emphasis of criticism is | 
placed upon the so-called mislead- 
ing claims in cigaret advertising. | 
But is not all this pretty much be- | 
side the point? The real issue 
should be solely whether or not 
smoking is harmful to the person 
who smokes!” 
A feature of the article is its re- — 
- iteration of the idea that the harm * ; € 
the in smoking comes not from nicotine 7, g 
Dia so much as it does from the smoke. 1/ Jf Of (7 
VER- According to the conclusions of 
that W. F. Evans and H. J. Stewart of 
tie. New York City Hospital “it made no 
ted difference whether a person smoked 
ures cornsilk, cigarets or de-nicotinized 
eat tobacco, the effects were the same J 
hich on most people...” The effects: 
will higher blood pressure, faster heart 
d te beat, chilling of fingers, toes and 
body surfaces, and a decrease of the 
oa amount of blood going into the sur- 
ee face capillaries. 
rela | 
Win eee ae | AT THE AGE OF TWENTY 
\ n 
ai As if this weren't enough to rela! 
old i the pleasure of the pack-a-day 
smoker, it turns out that a German 
scientist named O. Schmidt figures 
that it is the carbon monoxide con- 
tent of the smoke which wreaks the 
os damage. A normally heavy smoke 
coined ME (10 to 20 cigarets pons day). ed .--- fo perform a public service whenever the need 
¢ the J Mr. Schmidt, may bring his CO con- oceurs or the opportunity affords. 
t tent up to four times the amount in 
— a non-smoker’s blood; a pipe smok- 
er’s minimum is about the 10-20 .-. fo air the news truthfully and frequently as 
‘ a smoker's figure, and a heavy s00n as it happens. 
; “4 perv ag up he a hun- 
Greaths or a little less than 30 cigar- 
‘isa day. A cigar produces two ... to offer daily the finest in all realms of radio 
an one-nié j — 3 ar do 
meg half times a cigaret’s CO entertainment. 
From this point, the article goes 
ony eee a .-- to draw on its facilities and the imagination 
‘dying ©mokKing apparently pro- 
y des some heclinks Gaad Veluinie.- of its people in every way that might contrib- 
Nich “now carries the approved ute to America’s war effort and the Victory. 
ame ‘niacin’ —and so there is| 
4 s00d reason to believe that the feel- | 
ng for the need of smokes is in| 


As it enters it’s twenty-first year, 


these continue to be WEAF’s guides 
for action. Today WEAF thanks its 


advertisers for their support of these 


WEF 


AUGUST 16, 1922 AUGUST 16, 1942 
660 KC 50,000 WATTS 


aims in the past and looks forward 


to working with them in maintaining 


the highest standards in broadcasting. 


OWNED AND OPERATED BY THE NATIONAL BROADCASTING COMPANY 


That announcer on 
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said we have a strong 
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Clevenger Named 
FCC Publicity Chief 


Russell R. Clevenger, formerly 
public relations director of Broad- 
cast Music, Inc., has been appointed 
director of information by the Fed- 
eral Communications Commission. 
He on leave of absence as vice- 
president of Albert Frank-Guenther 
Law, Inc. 

Mr. Clevenger joined BMI in 1940 
and remained until last March. 
Since then he has been a consultant 
on the staff of the Secretary of the 
Treasury. 


'NATA Elects Three 
tation Advertising has elected 
|membership the R. Russell 
|Transportation Advertising Com- 
pany, Pittsburgh; Railway 
tising Company, Cleveland; and 
| Roscoe Advertising Agency, Wilkes- 
arre, Pa. 


Edison Promotes | Cramer 


| E. P. Cramer, field editor of the 
Thomas A. Edison, Inc., house organ, 
“Storage Battery Power,’ has been 
appointed advertising manager for 
the company’s storage battery di- 
vision, West Orange, N. J. 


is 


Hanyen Joins ‘Charm’ 


George Hanyen, formerly Eastern 


To Yankee Service 


advertising manager of Davidson 
Publishing Company, Chicago, has Edward J. Burns Realty Com- 
joined the Eastern advertising staff pany, Torrington, Conn., has ap- 


of Charm, New York. pointed The Yankee Writing Serv- 


ice, Guilford, Conn., its agency. 


‘ ’ —_—_—_—_—_—_—_—— 
Stedman to ‘Newsweek ae lide 
William M. Stedman has resigned | unsior uys gus 
as advertising coordinator of R. H.| Frank Lunsford, advertising man- 
Macy & Co., New York, to join| ager of the Express, Red Oak, Ia., 
Newsweek's advertising sales staff; for the last 15 years, has purchased 
in New York. | the Argus at Albion, Neb. 


Watchers in Waltham... 


Sales for 


- 


ARKANSAS 


GEORGIA 


WWL Daytime Coverage 
PRIMARY and SECONDARY 


You get both with: 


NEW ORLEANS 


50,000 watts - - clear channel 


When Waltham, Mass. isn’t turning out watch dials it turns 


to radio dials. Every so often some timester tunes in on—and 
writes to—W WL. New Orleans. Our files fatten with mail from 


fans at every point of the compass. 


But the mainspring of WWL popularity with result-wise adver- 
tisers is our Deep South leadership. Here in the New Orleans 


market the power and prestige of WWL make it unquestionably: 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


National Association of Transpor- | 
to} 


| 


Roop 
Adver-| 


——— —_———— —— —— - - —_—— —— ——> 
Commercial Display | Commercial Display 
Including Poultry and Display Including Poultry and D 
Livestock Advertising Livestock A . 
1942 1941— 1942 1941 ——1942 1941—— 194 ry 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines L 
Monthilies Missouri Farmer 6.9 5,408 8.0 6,241 5.4 
American Poultry Journal | Missouri Ruralist 9.0 6,813 7.3 5,575 5 
Eastern Edition ia Bee 5,922 10.1 4,352 4,651 Montana Farmer 18.1 13.673 15.8 11,951 12 
Central Edition... 8.7 3,735 5.5 2,045 2,993 Ohio Farmer 19.5 8,081 11.5 8,845 7 
Western Edition 7.8 37 5.1 2.171 2,787 | *Oregon Grange hbulle- 
tin al editions 7.7 281 4.7 O24 2,73 | tin rrrrr set , 14.6 15,372 14.6 15,270 15 
*Better Fruit ..... 9.6 4,051 11.9 4,988 4,051 Pennsylvania Farme! 10.9 8.416 10.8 8,254 7 
| Breeder's Gazette 15.1 6,799 12.1 447 3,238 Utah Farmer ... j 9.5 7,209 6.8 5,169 
California Citrograph 13.8 9,258 19.2 12,890 9,288 | Western Farm Life - 19.2 15,087 12.1 9,481 7 
Capper's Farmer. ee 11,737 17.9 12,219 11,700 - — = — - 
*Carolina Co-Operator. 7 2.380 6.3 2 660 2 380 Total Group re 170.7 139,358 1 7 127,769 122.4 
Country Gentleman.... 25.7 16,110 2 16,009 15,973 Bi-Weeklies—July 
“Electricity on the American Agriculturist. 17.2 12,502 12.7 9,259 11,4 
Farm ‘ . reree 48 1,71 Se 2.92% 1,715 2.927] Arizona Farmer --- 21.3 16,074 19.2 14,525 16 
Farm and Ranch.. -- 13.6 10,275 14.1 10,639 9,994 9.834) California Cultivator... 16.9 12,814 19.1 14,412 12 
Farm Journal & Farm- | Dakota Farmer.... 15.8 12,182 11.2 8.623 12.1 
— ¢ A rere 18.6 ISH 25.4 10,901 7,908 LO, 83¢ Farmer, The 
*Florida Growers Mag. 2.2 1,492 4 3,686 1,492 3, 686 General Edition 16.4 12,827 12.7 9,914 12 
*Hoosier Farmer 12.7 5,72 8.8 3,975 72 3975 Local Edition.... 18.5 14,489 15.4 12,074 14 
“Kentucky Farmers’ idaho Farmer... 16.4 12,374 15.5 11,695 11,8 
Home Journal .. 13.1 10,30 9.6 7,530 9408 6,265) Nebraska Farmer 15.3 11,150 10 7,442 10,4 
*Michigan Farm News. 1.4 2,54 1.8 699 2,84 699| taver. Four Editions.. 16.7 12,177 10.6 7,722 11,49 
*National Livestock | New England Home- 
Producer F - 4.2 O66 j a0 3,052 124 stead TrTUTTTUrrT 12.7 8,859 10.4 7,252 7 
Nation's Agriculture... 5.2 2,340 | 2,289 2,340 2,289 |10regon Farmer...... 15.1 11,402 14.4 10,862 16 
*New Jersey Farm & Pacific Rural Press 
Garden ....... 14.3 6,454 14.8 6,652 402 5,644 Northern Edition.... 22.7 17,193 23.2 7.540 16.¢ 
*Ohio Farm Bureau Southern Edition 20.9 15,862 22.2 738 15 
Ory 11.8 », 329 9.8 4,399 », 829 4,399 tBoth Editions..... 19.8 14,972 20.1 14,4 
Poultry Tribune | Prairie Farmer: 
Eastern Edition 16.2 6,954 11.6 4,953 »,643 4,279 | lll. & Ind. Editions 94 6.870 9.1 6.589 6.6 
Central Edition 13.1 611 5.0 3,688 1,776 3.572] Rural New Yorker...... 102 7.984 9.8 7,686 6.26 
Western Edition 11.4 1,881 7.3 3,14: 4,225 O82) Wallaces’ Farmer... 10 8.241 11.2 8.741 1.54 
Pacific Edition..... 12.3 5,277 7.9 3,366 4,295 3,117) 1Washington Farmer 16.0 12,071 15.3 11,586 11,4 
tIn all 4 Editions 11.2 1,78 6.9 2,975 4,183 2.928 | Wisconsin Agriculturist V4 7,331 7.5 5,852 7 
Progressive Farmer _ ieee: jae Cie —— 
Carolina-Va, Edition, 16.2. 11,774 12.8 9,343 11,707 9,313 Total Group ........ 264.7 200,225 239.1 180,790 191,4 
Georgia-Ala. Edition. 15.8 11,512 13.2 9,580 11,396 9,564 Weeklies—July 
Ky.-Tenn. Edition 15.4 11,198 12.6 9,158 11,161 9,142 |8Capper’s Weekly ..... 1.8 961 24 5,233 
Miss.-La.-Ark. Edit'n. 14.7 10,688 11.8 8.559 10,595 529|*Washington Grange 
Texas Edition ..... 15.5 11,259 14.1 10,234 11,066 RR Serio as oo 13.9 15,050 13.4 14.476 15,0 
tIn all 5 Editions 12.3 8,972 10.4 7,562 8,935 SWeekly Kansas. City 
tAverage 5 Editions. 15.5 11,286 12.9 9,374 11,185 Star: 
Southern Agriculturist. 7.6 0,314 3.3 o,832 Missouri Edition .. 3.5 8,640 3.8 9,382 7 
Southern Planter...... 12.1 8.454 11.5 — = aaa Ae 
Successful Farming.... 21.7 9,785 25.2 Total Group 19.2 27,651 19.6 29,191 25.945 { 
Total Group ..... 389.4 223,588 264.0 2 a ae, - 
Monthlies—July eg! Sait) Pavers ‘ — . sia i 2 
7 > _ “4 ® 90° . > Journal ..... coves 29-0 60,9062 27.4 98,294 26,6 
American Fruit Grower 73 8.335 6.4 2.860 Gunman Gus waits 
Arkansas Farmer.. 7.8 900 2.9 2,154 D ee Rp aie \9 72.141 34.2 72.875 = 
4‘Farmer-Stockman 0.9 7.546 10.3 7,627 rovers Telegram... 33.9 72, ot. 66,509 0 
*Idaho Granger 6.9 7.448 7.3 s'392|*Omaha Daily Journal = on 
, F : : = Stockman ...... ‘ 32.9 70,088 30.6 65,176 8 f 
Ww yoming Stockman Z z *st Sie Wntie Stu 
Farmer . cede ‘Eee 4,718 4.4 897 4,52 705 Stock Reporter . . 26.6 56.507 26.2 55,78 ®14 ‘ 
Total Group ... 7 8.947 31.7 24,968 28,591 24,648] | natat amare : — 
Semi-Monthlies—July Total Group . 121.9 259,298 118.4 128 118,¢ 
*California Grange . — 
News ‘*% ‘ 14.8 16,07 19 21,189 16,075 21,189 tFigures not included in total 
2Dairyman’s League *Figures furnished by publisher 
: scncess 1.9 3,577 7 2,698 3,337 2,485 IiThree issues both years 
Hoard’s Dairyman 15.7 11.403 14.8 10,794 9,821 9,336 2Two issues, 1942; five issu 1941 
Indiana Farmer's Guide 9.6 7,560 7.6 5,962 7,248 5,962 *Four issues both years 
Kansas Farmer . ° 14.4 10,977 9.2 7,016 10,003 6,472 4One issue, 1942: two issues, 1941 
Michigan Farmer 12.6 9,710 12.1 9,324 9,060 8,402 5Five issues both years 


Time, Inc., Gets 
Stock Interest in 
N. Y. Radio Station 


New York, Aug. 13.—Acquisition 
by Time, Inc., of 1,000 shares of 
preferred stock of Interstate Broad- 
casting Company, operator of Sta- 
tion WQXR, this week marked the 
magazine publisher's debut in a new 
field of activity. 

John V. L. Hogan, president of 
the station, said there is no change 
in the ownership of common stock 
or in the management of the com- 
pany. 
Inc., David Brumbaugh, secretary, 
and Frank Norris, managing editor 
of “March of Time” on the air, will 


represent the publishers on _ the 
board of directors. 
The deal also includes arrange- 


ments for a series of experiments in 
radio programming. Several 
ciates of Mr. Norris will work with 
Elliott S. Sanger, WQXR _ general 
manager, in developing programs, 
chiefly with a new slant. The stock 
transfer is subject to the approval 
of Interstate Broadcasting Company 
stockholders. 


Schuler, Robinson Join 
General Electric 
Stanley C. Schuler, formerly as- 


sociate editor of House Beautiful 
is now associated with the New 
York public relations section of 


General Electric Company. He suc- 
ceeds Lt. William H. Dinsmore, 
now in active service with the U. S. 
Navy. 

Edward L. Robinson has been ap- 
pointed New York publicity repre- 
sentative of General Electric’s radio, 
television and electronics depart- 
ment, and will be responsible for 
this department’s contacts with 
newspapers and magazines. 


Boren to Rainbo 


Harold E. Boren, for the past 15 
years sales manager of Colonial 
Baking Company, Springfield, Mo., 
has been appointed to the same 
capacity for Rainbo Baking Com- 
pany, Cincinnati, a part of the 
Campbell - Taggart Combination of 
Kansas City. 


Air Line to L-S-S 


Lake - Spiro - Shurman, Memphis, 
has been appointed to handle news- 


paper and outdoor advertising for| with headquarters in San Francisco. 


Chicago 


& Southern Air Lines, 
Memphis. 


Two representatives of Time, | 


asso- | 


“Blue Book’ Shows Continued Upswing 
How Advertisers in Linage Shown 


Prepared for War by Farm Papers 


~ 5 , , “3 yi 

MF sorte Pang gy gr or New York, Aug. 13.—With 879.- 

rr ve —_ . caee f iis — ree'n& 067 lines of display advertising 
See an oe oS et reported last month, against 825,155 

paper campaigns conducted during 


lines for July a year ago, farn 

>» year receding -arl Harbor, : ‘ P ‘ 

the te a >) = nual | P2Per linage recorded a gain of 6 
are c PF >» four c é 

“Bl Book,” : t i a oy the | P&T cent, an ADVERTISING AGE analy- 

$ > re - =< > , : - : . 

| - = aw y Me sis based on Publishers’ Informatio: 

Bureau of Advertising, American 


Bureau reports showed today 


Newspaper Publishers Association, | Biggest spurt was shown by Jul 
Covering 18 major classifications, monthlies which were up 15.9 p 
the 144-page compilation shows | cent over last year. Bi-weeklies 
how national advertisers were an-|uly gained. 10.8 per cent. wi 
. semi-monthlies were ahead 9.1 per 


dising problems in the fateful 


; cent. Dailies were 2.8 per cent u 
months before our entry into war. 


over July, 1941. August is 


ues 


Grocery products head the classi- | farm monthlies gained 6.3 per cen! 
Beation Pane “ia r et over the same month last year 
stories, a ok by alcoholic bev-| sole loss recorded in the far 
rages ? . a 
ee See sen lfield was among July weeklies 


In gathering the material and set- which lost 5.3 per cent, as con 


with July a year ago. 


a \pare 
| ting down results achieved, the ; 


Bureau enlisted the cooperation of 
42 American and Canadian adver- 
|tising agencies. 


Sets ‘Adcrafest’ Date 


The 11th annual “Adcrafest” 


Senn to Ad Post 


| the Detroit Adcraft Club, schedul 

George W. Stout advertising for Aug. 26, is to be an internation 
manager of Perfect Circle Company, | vine Tle bly Por ll 
Detroit, has appointed John Senn as seh, Ont. Members of the Sales a! 


assistant advertising manager, suc- 
|ceeding Stanley Murray, who has 
been made purchasing agent of the 
Hagerstown plant. 


Shifts in ‘Life’ Statf the party. 
W. D. Grafton, long-time Detroit | 
manager for Time, has become rep- 
resentative of Life in San Francisco. 
Baldwin Ward, Life’s representative 
in Detroit, is being transferred to 
| Cleveland, and will be succeeded in \ 
Detroit by Frank Kelly from Cleve- ° = 
land. 


To Aircraft Work 


Advertising Club of Windsor, 
Industrial Marketers of Detroit, 
Typothetae - Franklin As 
the Craftsmen and the Detroit D 
play Club have been invited to) 


| 


P ug? 

| W. M. Packer, vice-president of N de Valuable informers availeble - 
distribution of Packard Motor Car es ae 333 N een epre 
Company, has been assigned to air- See Oo Rawlins te eres = 
j}craft engine relations work. He sentative for the seeuled - eo 
will work with the branches of the] Group— four ampaig® at one! Sioet 
Army air forces. Lyman W. Slack, in whieh ae reaches 72,00° ||, is 
|assistant sales manager, becomes ous Grange  ego® 
Californ'® saab 


acting general sales manager. 


ACIFIC G 
FARM © 


mills Bide. 5 


G-E Promotes Corlett 


J. A. Corlett has been named 


, ° ° ._* Hos''* 
| Pacific district publicity represen- yy ee 
tative of General Electric Company, Duncor A= 


He was formerly with the Los An- 
| Seles office. 


| \E\\ 
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; BRITAIN 


| 
| 


..on the battlefront 
..on the homefront 


Hu. d. HEINZ COMPANY OF 


CANADA LTD. 


Using large space in newspapers, H. J. 

Heintz Co. of Canada told customers 

last week that they may not be able to 

buy «!! Heinz products but that there 

will be no wartime rationing of Heinz 

quality. A British ad is reproduced at 
the left. 


Kroeger Series 


Forbes Leaves Glenwood 


| pany. 


Features Maps 
for Shoppers | 


Terre Haute, Ind., Aug. 12.— | 
Apparently challenging indepen- 
ient store owners who have formed 
the Better Foods Institute and 
launched a cooperative campaign in 
local newspapers, Kroeger Super | 
Markets have started a new drive 
featuring economies for the shop- 
per. 

The independent grocers’ and 
meat dealers have been scheduling 

full page or slightly less space 
each week urging food buyers to 
patronize neighborhood markets | 

(ADVERTISING AGE, July 13), empha- 
sizing the fact that shoppers can 
leave their cars at home. | 

Kroeger Super Markets in the | 
same area, comprising Terre Haute | 
and West Terre Haute, feature a 
map in a newspaper advertisement | 
showing the location of all stores | 
ind remind buyers that “No matter | 
where you live, you'll find a Kroe- 
ger Super Market within easy walk- 
ng distance of your home” and that | 
store-to-store buying is costly.’’| 
The shopper can save on tires, gas 
ind food costs as well by serving 
imself at Kroeger’s, the copy adds, | 


Cowles Named President 
_Lawrence Cowles, publisher of the | 
oyal Tribune, has been elected | 
resident of the central group of the 
Visconsin Press Association. W. H. 
onrad, publisher, Taylor County 
‘ar-News, Medford, was named 
ice-president, and Bob Harvey, 
ark County Press, Neillsville, sec- 
etary 


a 


YOU GET THE 
LOCAL RATE 


National, regional and 
advertisers all 


me low rate 


local 
pay the sa 
on WDRC. 
rate to everybody— 
for alll! 


Hartford, 


It's one 


a bargain 
WDRC, 
Basic CBS for Con- 


necticut. 


Wilbur E. Forbes, president and 
director of Glenwood Range Com- 
pany, Taunton, Mass., has resigned 
and sold his interest in the com- 
Malcolm Leach, previously 
vice - president, has been elected 
president; Robert M. Leach be- 
comes chairman of the board;| 
Walker Leach, treasurer, and D. Ad-| 
dison Stiles, secretary. H. E. Nick- 
erson, sales manager, has been 
elected a director of the company. 


James W. Beach, formerly of the 
Hearst organization in Chicago, and 
R. Ray Miller, formerly with Popu- 
lar Science Monthly, have joined 
the sales staff of Station WJJD, 
Chicago. 


Canada Rules Out 
Beer Premiums, 
Free Equipment 


Ottawa, Ont., Aug. 13.—The pro- 
motion of beer sales in Canada by 
distributing as premiums any arti- 
cles which advertise the brewers’ 
names or their products, or by sup- 
plying free equipment to beer par- 
lors, will be prohibited after Sept. 1, 
according to a_ruling of the War- 
time Prices and Trade Board. 

Discontinuance of these practices 
has been agreed on for the dura- 
tion of the war by the Canadian 
brewing industry. The order, issued 
by David Sim, administrator of 


alcoholic beverages for the board, 
also prohibits the further use of 


| . : . 
any containers which designate or 


refer to any particular season, holi- 
day or other special event or occa- 
sion. 

No brewer, under terms of the 
order, may donate, supply or 
tribute as a gift, token or premium 
any article, commodity or  sub- 
stance which in itself or by means 
of printing, engraving or stamping 
of any name, trademark or design 
thereon, designates the name of 
such brewer or the trademark or 
design of any product produced by 
him. The order also prohibits any 


| brewer from either directly or indi- 
| rectly 


donating, lending, 
supplying, selling or 


renting, 
delivering to 


dis- | 


any licensed beer vendor any equip- 
ment, furnishings, fixtures, electri- 
cal equipment, glasses or other 
| accoutrements ordinarily used in 
'beer parlors or other places where 
'beer is sold for consumption on the 
| premises. 

There nothing in the order 
specifically to prevent a provincial 
association or organization of brew- 
ers from donating or supplying 
equipment to any canteen operated 
| by the armed forces. 


is 


| Barlow to Open Agency 

Lou Barlow, production manager 
for Hammer Advertising, Hartford, 
Conn., has resigned to open his own 
jagency in Oklahoma City. 


SPRINGHILL TAG 
For Economy, Service AnD VALUE! 


The sensational record made by Springhill White and Manila 
Tag —and Index —is no accident. Printers and production 
men who have jobs to prepare requiring an al] purpose white 
board with toughness, strength and bright appearance have 
turned to SPRINGHILL, made from 100% virgin, bleached 
sulphate pulp, because its excellent printing surface, its low 


PAP 


cost, combine to give maximum value. It is another International 
Paper Value! . . . doing its job in war production as well as 
serving civilian uses. 


For more than 10 years, International 
Paper has advised buyers of printing to 


ER COMP 


220 EAST 42nd. STREET, NEW YORK, 


PAPERS jor PRINTING cad CONVERTING 


THOUGHTFUL PLANNING IS A SERVICE TO THE NATION 


"Consult Your Printer’ 


INTERNATIONAL 


ANY 


N.Y. 


| TO CANADIANS De | : z | 
T( HEINZ, j 
: : , “af in 1 x 

| | | i. 
hi ; 

: ers EES : ay) Two to WJJD | 

spam ens se helps to feed the Pais 
fe =p =e =e sees “a 

—— = “i 
* TIME yTs Ket 

oe ccmesttiltiaesneenn CARDS pie © ric : 

1 AGS 4 
> D enve pection il 
a ge core INS" RDS ’ 
MS i 
| $ FOR a: 
| ; ae ; 
: G RO UT S - 
pack S CARD s 

. wed Ti eS = 7 
25,158 . oe: a ; 

t 63 : 

n il ° oo: “ 
ati = * “a 
y Jul _— 

9 pe a 
pe pac | - Ss 
ent u : 
vig , var = ‘ i 
sonee ail 
ct | a 

cu \ i} , 
recut \ i; i 4 

ati ‘ l ZY " oa 
a le 4 x A \ = 
4 = Ve 
: 2. Sy ee i 
a Chg —. > (o) — 
ag wat eee om 

Ave- “1 

ror? is a , _ na 

cn i / le EE A ee alld le I - os 

ance Be , 2 F 
vf ae 

: 

in ie Ps Fas . te i ae die ar s, ne ee Foe & es > ee Booher te eee : es. 4 Pap ee ps F & 

Yh uit eesti. ata cet BSR ie tn is We rel ose jor Me ee Py ee eee eee 
act sae ae me ns hee 5 ‘4 tant ‘ a ch on hg ie 2p . ee ae on f ed ae he aes Eee. Mew! re eg ef ate : * mn o e 


eit: ciel : ‘ ee’ i ay 


30 ADVERTISING AGE 


August 17, 1942 


1942-———. ———1941 


Expand Campaign Weekly Magazines AUGUST ADVERTISING LINAGE IN NATIONAL MAGAZINES 


——1942 -1941 
for A uastatic Sho 9 4% G j Pages Lines Pages Lines | Pages Lines ome 
q w ° ° ain | GENERAL *Movies ae ok ae eee 13.5 5,783 11.5 
7 cope a *Ace Fiction Group... 9.3 2,101 8.2 1.843 | Parents’ (N. Y. Metro, Ed.) 39.3 16,842 37.1 
with ‘Time’ Copy Over Last Year | sect tee: 8S ORT. Sl iearente (ations) ...... S06 tn008 943 
. ._, _| American ........ 29.1 12,485 24.9 10,678] °Personal Romances . o.¢ 3,711 9.2 
St. Louis, Aug. 13.—The Solvents New York, Aug. 13. — Continuing | «american Forests ee: 5.1 2 142 8.7 3,640 | Photoplay - Movie Mirror 
. ’ . = : . . ~ , , ac 2) « =9 - 
and Plastics Company will join the | the improvement recorded in recent| American Home . 19.3 12,209 18.5 11,669) | o-_ a rrr eee * : 6.588 30.7 
. : | : , : rics i ‘ ’ - 9474 | Radio Mirr« Mac). 2 452 22.3 
ranks of national magazine adver-| months, linage in August issues of pene ig Legion .... 4.9 2,118 6.9 2,974 vere dat (F) 19.7 8267 171 
r / i : - y. s & yecoratic é : 7 e° ° 7.4 4 ° 
tisers for the first time next week | general magazines and July issues | *°V-,. pinca. wis abet. a i see 7.529 | *Sereen Guide 14.2 9.662 10.8 
with promotion of its Aquastatic|of weeklies showed gains over the) Asia ................... 1.9 855 2 5 1.083 | Sereenland Unit ....... - 20.8 8,938 18.0 
concrete curing compound as an|corresponding months of 1941, ac-|tBeauty & Health...... ‘cpa a 30 @0RI as tans, 
. ” . ” . " » . 97 749 | POLTAPGOM ..c ee eeeeeseee ‘ 4 
unseen “‘film’’ star. cording to an ADVERTISING AGE tabu-| Better Homes & Gardens. 17.4 11,018 27.4 17,339} mene Confessions (F)..... 24.2 10,173 22.6 
o . s . . 3 ‘4 P i = 5.72 3 5 ) vv _ ry hed & 
A full page in the Aug. 24 issue} lation based on figures from Pub-|”’°* Life ven 8.4 9,428 8.3 5,641 | rue Experiences (Mac)... 27.4 11,734 25.1 
. . . . . . . > a »>« 2° 6 9 a > > . . 
of Time will introduce the liquid to} lishers’ Information Bureau. Child Life sae <.6 1 133 2.8 1,214) True Love & Romances 
} ati al arket with copy in- klies show h , rs Christian Herald j ‘ 15.6 6,680 13.3 5,721 2 ae aia 25.9 11,148 23.7 
the national mar e with copy 1 ; Wee 1€s showed t le biggest in- ( ‘olumbia ‘ ji : 22 1.508 1.5 1,925! True Romances (Mac) 28.7 12,324 24.9 l 
tended to help build the company’s | crease, with 806,472 lines for July, | Cosmppolitan 40.7 17,467 47.0 20,169| True Story ........... 31.8 13,623 29.2 1 
reputation and pave the way for | 1942, a gain of 9.4 per cent over the | t*Country Life i ‘woe 19.8 13,272 | Vogue ..... 88.0 55,622 118.3 9 
; ‘ 9 - - 6 ‘ 7 ‘ %e ay on ¢ ri 7 ¢ 
greater post-war sales. The maga- comparable month of last year. The *Dell Detective Group 8.3 3,549 5.8 2,498 ths mace oo, - x 3 Bs a ane sy 
- P . eas ’s Review 7.5 23 5.6 y 5 omans ome ompanlo 30. ol. 2 
zine copy will be in addition to the record for August general maga- mae vr wigan 2’ . 3 one See iteccdevedanss : : ce Suspended 12.1 
company’s continuing campaign in| zines was 326,345 lines, a rise of 1.5} Esquire (National) 21.1 14,167 18.1 12,137) - 
business papers, including Construc-| per cent over August, 1941. *Extension ..... F hole ta 6.6 4,576 6.6 4,581 Total Group 1,114.7 549,712 1,167.3 58 
tor, Engineering News-Record and August issues of women’s maga-| Fawcett Men's Group... 7.5 3,200 3.7 1,567 STANDARD MAGAZINES 
Military Engineer. zines carried 549,712 lines, compared | F!!m Fun ..... tetas 6.5 2,794 4.2 1,795 - - 
Headlined “Faste a nstruc- ‘ith 583.224 li on cnigyh his aii, Serre 109.2 69,043 82.1 51,886 | *American Mercury ‘ ; 7.3 1,337 7.8 
_ seacine aster WEF CONSIEUC! | Wit ’ ines a year ago. This) front Page Detective...... 8.0 3,450 5.7 2.453 | Atlantic Monthly 23.9 56,691 12.3 
tion thanks to a ‘film’ star you've | loss of 5.7 per cent compares favor-|egpage Teacher. The...... ve Harpers Magazine 22.7 404 21.8 7 
never met,” the Time advertisement | ably with losses of seven per cent in| *Guide Detective Unit..... 4.0 2,694 2.5 1,683 Total G 53.9 12.432 41.9 
. é 53.9 2,432 4 
proclaims Aquastatic as a stellar} July and 16 per cent in June. t*Hillman Detective Group. 10.6 1555 _ — otal Group ) 
performer every day. It helps Total magazine linage included in| House Beautiful ........ No Issue OUTDOOR 
“cure” concrete in a simple opera-|the analysis showed a gain of 2.2| House & Garden... eg inendeed Fe on 230 609.86? 
° . ° fe m rs . Mess cr 4 "49 - > one é « ‘ « * «0. wy — i 
tion that takes minutes instead of per cent over the corresponding Menace eo SR sscisess TES + tag 6,605 | bield & Stream. . 16.7 7175-201 : 
days, copy points out. “With this| period a year ago. neti sioaiioes ~_ cher” a gay | rur-Fish-Game ............ 10.2 4,393 15.6 
alt : , chi ee 9.! 357 = -.25.! 5,668 ine & Fis 
‘film’ star busily engaged in helping eet. aa °Moces ii agi lustrated & a . “oo vin Appearedin July 6.8 
: : se Mé POE bccsvievseers ceeece are y &. 2.00 
speed up war construction,” it con- Band Promotes Bonds EE SOO 9.2 3,959 4.3 1,859 | Outdoor Life «12.9 5.565 17.7 a 
tinues, “you may not now realize First Nati 1 Bank. Louisvill t*Motor Boating ......... 35.6 15,255 .... .... | Outdoors ae No Issue 
its direct value to you. But in the rs ational Bank, Loulsville,| wotional Geographic ...... 13.5 3,219 17.1 4.074 | tOutdoorsman _S nF 7.5 
’ K has lz hed ] . 5 
peace years of the future, you'll yl s0 pane 0 “a br - ga Nation’s Business ....... 44.2 18,943 35.0 15,032 | Sports Afield 10.9 4,665 10.2 
re vay : weekly -minute roadcast O| *Nature Magazine (August —_— ——_—__ —— 
profit from the better concrete | promote the sale of war bonds. The| & September) ......... ; 6.1 2,592 6.8 2,363| Total Group . 73.7 31,665 90.0 
made possible with Aquastatic, in| program, called “War Bond Bri- Open Road for Boys ; ae. Peau — ORDER ~ 
all types of construction from side-|gade,” uses transcribed military] popular Mechanics 4 21.806 869 16%aloCle ee Bis: asses hss eee git rae ‘ 
‘ ial , , te 4 cation  mmaiemie rely ' eA vee - 96.5 2,754) Mother's Home Life. 2.7 1,919 2.6 
walks to swimming pools, from|band music and dramatic scripts|*popular Publications 12.9 870 13.0 2,912] Woodmen of the World 8 749 ‘ 
lohwawe sc”? enacting epic stories from the fight-| Popular Science ....... 42.9 9,627 42.1 9,433 - samt Meiosis 
highways to homes. . i 
Gardner Advertising Company | !"& fronts. Redbook ..... 30.9 13,239 32.7 14,017 Total Group 4.5 2,668 3.0 Fl 
: Page gee amaaaremen *Rotarian ... . 5.0 2,148 5.5 2,378 
directs the account. : , “, ee 
Gets ‘Bull's Eye’ Flag Scientific American 9.7 4158 9.2 . 396,| Y%ULY WEEKLIES 
Ex-Cell-O Corporati Detroit i er ee ‘ 10.3 4,424 7.3 3,107 | *American Weekly 20.4 38,878 19.8 3 
. : ’ broil OF POTaton, roit,| *street & Smith Fiction Business Week 186.4 79,963 129.6 55.589 
Form ‘Fashion Caravan has been awarded the first of the| Group ...... 9.6 2,157 7.5 1,652| Colliers ..... 134.6 91552 1233 8 
Formation of a “Victory Fashion| Treasury’s “bull’s eye” flags. The|*Sunset .. ...... 16.4 7,037 21.2 9,076 | Cue 0.5 21,661 39.7 17,036 
Caravan” to allow some 50 sales| flag was presented for being the} ¢Thrilling Group 16.5 3,693 16.3 3,659 "Family Circle 75.0 32,176 68.5 { 
-epresentatives “et - to - wear | first company to exceed 90 per cent| Town & Country 20.9 14,087 24.4 16,412 |*Forbes ...... 18.4 7,882 20.2 14 
representatives of ready - to ar : : se : Gri yp 10.879 4 
manufacturing and jobbing compa-|0f employes and 10 per cent of pay-| Travel .......... 4 1,274 s.4 2,124 ie dee 36.4 15.609 4 
nies to show their lines in Iowa and|roll enlisted. The company now/| True Detective : i ee ose ae 166.2 113,006 147.0 99.951 
Nebraska has been organized with| Makes precision machine tools and|*Yachting ...... 30.3 19,124 44.8 28,322) 7 oy 315 21493 320 21 
. Pileri ; ines. origi-| aircraft parts. iS ST SSN | Seen bs 2 one 4 . 
H. W. Pilgrim of Des Moines, origi- | é ait pé Total Group ............ 718.3 226.345 720.8 321,671 | {Movie-Radio Guide ....... 10 7 7,289 11.4 
nator of the idea, as president. The cma aE Newsweek ..... 120.6 51,722 95.1 rT 
caravan idea is intended to solve Boland Named Manager WOMEN'S MAGAZINES New York Times. 24.9 24,901 20.0 19 
partially the salesman’s problem of ; : Be i an ss ; New Yorker oy 7.9 42,017 105.7 i 
aman ie temukinm ani : Walter M. Boland, formerly with | *American Girl . ee ree 3.5 1,515 3.5 Sila. reer ee 4 2,295 2.1 { 
covering his territory while trying -. ; Per seu! on > “¥ P ~ m 
_ ac : P » c « sco Ss oO a!) @ Be ee ‘ . ’ ‘ es ’ a aay e x or : See ‘ t 
to conserve gasoline and rubber. | the San Francisco district office of | *Charm 11.4 4,809 .3 1,004) Saturday Evening Post 149.8 101,829 171.8 11 
7 ; a , ,|General Electric Supply Corpora-|“!#™mour --. 36.1 15,508 8.1 24,942] *Scholastic No Issue 
Four caravans a year are planned . pl ; pply Orpora=| Good Housekeeping 58.9 25,307 54.9 23.530/+This Week 26.2 29 302 94.8 9 
in spring, summer, fall and winter.| tion, has been named Western re- Harper's Bazaar 75.4 50,669 86.4 58,033] Time ..... 191.4 82,114 171.7 73,655 
gion sales manager of G-E’s receiver | pyojjana’s ..... 8.5 6.416 10.3 7,817] 2*United States News, The. 90.8 38,974 49.7 21,330 
division. Hollywood (F) 2 25.8 10,822 21.3 8.926 scensiaia’ taanaedanae dale 
—_——_-_— Household ...... 9.1 6,187 12.6 8,53 Total Group 1,444.0 806,4721,295.7 737 
Ladies’ Home Journal. 45.1 30,657 $4.7 : 
Fluff to Glass Pack Mademoiselle 195.2 83,736 246.3 mace 
. a aoe — i aa oat ; *Figures furnished by publisher. 
USED Marshmallow Fluff, a_ product | MeCa!ll’s -.....--.0 0. _ ee ee 
sag es We gen . Modern Romances (MM) 23.5 10,096 18.0 tNot included in total. 
; which spent its previous life in tin : 
manaziet A “ane ie . : ar | Modern Screen (MM).... 20.1 12,499 23.2 11942 format 850 lines; 1941 format 1,030 lines 
cans, is now being marketed in| \jotion picture (F).. 26.1 10,957 22.8 i ae eae 
FIRST HALF 1942 2412-02. glass jars. The marshmal- *Movie Life ..... 13.6 5.847 11.6 Two issues, 1942; three issues, 1941. 
: low concoction is the product of} *Movie Stars Parade 13.7 5,861 10.6 *Five issues, 1942; four issues, 1941 
Wer nteometion ertte 401 Hlatieen five. H.1.6 Durkee-Mower, Inc., Lynn, Mass. | Movie Story (F)....... 26.7 11,194 22.3 ‘Two issues both years 


NO OTHER NEW ENGLAND STATION 
CAN MAKE THIS STATEMENT 


WTAG is the only basic network station 
with a regular audience nearly twice that 
of all other stations heard in its area-- 


AND whose advertisers have the advantage 


of newspaper promotion, morning, evening 
and Sunday. 


When You Buy Time - - Buy Anu Audience 


: : f 3 . ae i A 
‘WORCESTER, MASS. 
oN. B.C. BASIC RED NETWORK 
EDWARD PETRY & co. NATIONAL REPRESENTATIV 


Transfers Sowersby 


P. C. Sowersby, formerly assistant 
advertising manager for the Gen- 
| eral Electric Company’s lamp de- 
partment at Nela Park, Cleveland, 
| has been transferred to the com- 
pany’s Michigan division, with head- 
quarters in Detroit. 


Gets Dress Account 


Modern Manner Clothes, New 
| York, has named S. Duane Lyon, 
Inc., New York, to direct its ac- 
count. 


Garfinkel Joins NOAB 
Sidney Garfinkel Advertising 
| Agency, San Francisco, has been 
| granted membership in the Nationa! 
Outdoor Advertising Bureau. 


raby Zale WOVERTISING LINEAGE 


Ist Half 1941 Total 30,844 Lines 
Ist Half 1942 Total 40,337 Lines 


B @=-« GAIN 30.27% 


For information write 424 Madison Ave WY C 


WHAT’S GOING O 


@ Manufacturers and their adver! 
agencies are using this inexpe: 
clipping service for collecting edi 
publicity, for making research 
market studies, for maintaining 
petitive advertising files and fo 
veloping sales prospects on ¢ 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUF 


La Salle-Wacker Bldg. Chic 
BUSINESS PAPERS ¢« FARM 
GENERAL MAGAZINES 
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re | would be keyed to service and to|the ranks. The railroads under ex- | dustrial Marketing,” there is at least 
Post-War Plannin factual information rather than isting conditions must give much | one thing all may do with safety and 
g ballyhoo. The war emergency is/|time and thought to the selection and|to advantage. That is to carry on 
How Business and Industry Is Preparing already accustoming the consuming |training of men for executive and with advertising in every field that 
for a Peace-Time World | public to scientific information onj|supervisory positions. . . The rail- has been and promises to be a mar- 
diet through advertising. Even the|roads know they are competing ket for the company’s products. 
Edited by RALPH O. McGRAW |men returning from the services will| with younger agencies of transpor- | Intelligent advertising, the publica- 
The Post-War duced the area required for these|be more critical of the food they | tation, staffed by younger men, men | tion says, will lay the groundwork 
Grocery Store ‘items. On the other hand. there|€at and will, in a measure, dictate who are not tied to the past or for whatever else may be done in 
rocery will be more items in the store so| What the food industry must pro- ‘bound by the practices of years.| preparing for the future. 
Housewlves will find provisioning departments will be larger and more vide. | Study must be made of what can be) 
the larder easier and much more | ae a * 8 8 |done to attract young men with) 
: comprehensive. There will be more ae os 
inte esting after the war, and the} ea The personnel phase of post-war |ability, resourcefulness and vision 
in ; |educational displays and demonstra- | Bs Pp DP . 
rete | grocery field will be a market ane tn Dien oe oad tol planning was touched upon by | into the railroad industry, and what Wd 
for many new types of equipment, | aon, oa “4 preter ne u'-| Elmer A. Smith, senior general at-|can be done to keep, develop and LET Baby “SALES~ 
re = , . » é or ritional informa- | . “RIED te ili in | adve hem.” 
if post war planning in that field | ion ais Gini ak anak tn ¢ torney, Tilinois Central System, in| advance them ANALYZE YOUR PRODUCT FOR 
mate cializes as outlined recently by ; : oe ae Mle 9 | addressing a recent post-war meet- a 
Edwin P. Géauque, executive direc- | result of their wartime training in |ing of the National Industrial Con- 


Fist of all the housewife will 
have a choice of services: she can 
sele her purchases from the 
shelves and carry them home; she 
can select her needs and pay a fixed 
percentage for having them deliv- 
ered; or she may tour the store with 
a trained salesperson who will ad- 
vise her regarding selections, take 
her order and have the merchan- 
dise delivered to her home, charging 
the amount to her account plus a 
full service percentage. 

Shopping, however, will be more 


= > * 

) fascinating, because there will be 

- new store arrangements, new stan- eae 

- dards of cleanliness and sanitation, | e 


and air conditioning will be em- 

ployed generally to maintain the 

: perfect laboratory temperature for 

{ ' each department of the food store, 

9 acting to avert spoilage and to pro- 
vide sales stimulants. 

4 The post-war grocery store will 

employ many new gadgets to make 

shopping easier. The electric eye 

will open doors, revolve stiles, bring 

merchandise carts to customers or 

send them back into line. They will 


tor, National Grocers Institute. the proper selection of foods. |ference Board, at which he said: | For those who may be in doubt | gy ; 


In referring to food advertising, |“Competent management must re-|about what should be done 


< For intormation write 424 Madison Ave, LY. 
Mr. Géauque predicted that copy!|new itself and refresh itself from 


in mei 
line of post-war planning, says “In- 


| 
} 
| 
| 
| 
| 
| 


Weadmit frankly that it is not easy to become a member of the Advertising Typographers 
Association of America, Incorporated. But because of that, its membership must not be 


compared with crotchety old clubmen who blackball any and everyone who wants to join. 


’ be used to fill gaps in shelf displays | i}, the contrary, we welcome new members if they are able 
14 ae ms ¢ . ’ — ” aa p we 2 : 
+ as items are removed. Where com to meet our particular requirements. These strict require- 
plete automatic installations are not k Ye 
used, signal lights will tell stock- | ments are not to make our association exclusive, but to pro- , 
men where replacements are needed. tect our customers. You see, we have a reputation for high lo wher 
5] »L 7° ri > 2 ° ° . e 6. 
But stockboys will be gone from standards; and we cannot admit a company that might in any 
the sales floor. Shelves will be wigs dise : New bl di} te 
filled direct from the stock rooms. — ee that reputation, New blood helps an associa- AKRON, OHIO NEW YORK, N. Y. 
4 The art of display and design will tion, but it must be good blood. The Akron Typesetting Co. Ad Service Co 
poe os . Advertising Agencies’ Service 
reach a new high in food stores. c 70°%. of . : : BALTIMORE, MD. 
Some 70° of all the firms in the United States and Canada Company, Inc 
: Island displays in the middle of the 


The Maran Printing Co 
dott * f ueleerehl | r : M { the er Advertising Composition, Inc 
floor will have disappeared. They ( ift rie or members ip now ” ong, j ost a 1 i¢ remaining 


BOSTON, MASS. Artintype, Inc 
represent inefficiency from a traffic | 


30% are not located in metropolitan centers where large The Berkeley Press Associated Typographers, Inc 
a point of view, Mr. Géauque says, 


| > advertising agencies, advertisers, publishers, etc. supply the : n hnaapoengong a bc sco — 
which is not offset by sales pull in - ‘ BUFFALO, N. Y. SORES SONA Teeee, Ue 
the storewide consideration. The- | bulk of ATA business. Consequently, they may look to other Axel Edward Sahlin Diamant Typographic Service 
: 2 > - . . on Typographic Service A. T. Edwards Typography, Inc 
atrical lighting effects will be used, | phases of the graphic arts for revenue. ATA members spe- CHICAGO, 1 Empire State Craftsmen, Inc 
to feature products on the shelves cialize in just one thing— quality typography for advertisers. 5 Oe Petia tie Frost Brothers, Inc. 
and advertising allowances may be : age 7 a The Faithora Corp Graphic Arts Typographers, Inc 
made to have products highlighted | Any member of the Advertising Typographers Association Hayes-Lochner, Inc Huxley House 
‘ 5: a : < . ° ° ° ° ° ’ = ¢ i Tyenoeran : . > 
on the shelf by a spot, flood or of America is entitled to use the association’s emblem Runkle-Thompson-Kovats, Inc ee 
back ligh suitié . ee - a = aster Lypographers, Inc 
— * of suitable color. a hallmark for “typography that sets up an CINCINNATI, OHIO Morrell & McDermott, Inc 
ess space will be needed for | ideal” Like the mark r + a ee The J. W. Ford Co Gasman Statin. tet 
s . n ‘te 7. . ark: H | aec ° AKC ec arks li 1 medaieva : 
some products because packaging | : ‘ : ‘ CLEVELAND, OHIO Chris F. Olsen, Inc 
sal and processing developments, espe- | craftsmen of the guilds placed upon their (2 Bohme & Blinkmann, Inc Frederick W. Schmidt, Inc 
ee cially dehydration, will have re- | wares to indicate the genuine, this symbol = Schlick-Barner-Hayden, Inc Superior Typography, Inc 
ca A c Skelly Typesetting Co., Inc Supreme Ad Service, Inc 
: - has come to mean much to the advertisers olf DALLAS. TEXAS Tri-Arts Press, Inc 
sland, P . . ° ° sana - . Typo . > 
ectihe pe Tk America. It is the Sterling on the silver of Jagegars-Chiles-Stovall, Inc at ees Designees bo 
I ve. ; , ; nee ypographic Crattsmen, Inc 
head- 92°, Gaby circu our service, and we do not bestow it lightly. _ Maes onto The Typographic Service Co 
° ayton s Typographic Service Kurt H. Volk. Inc 
lation is in the trading Phis sign tells the advertiser at a glance many things about DENVER, COLO. 
areas of cities over the company displaying it. It means he can expect Highest The A. B. Hirschfeld Press = PHILADELPHIA, PA. 
or al: iF a RE Se a . of ; ° : DETROIT, MICH. Walter T Armstrong, Inc 
Jew 100,000 in population. Quality, Intelligent Service, Expert Craftsmanship. It con- The Thee, ©. teary Co John C. Meyer & Son 
Lyon, For information write 424 Madison Ave. W.Y.C notes Complete Facilities, Sound Business Dealing, Good George Willens & Co Progressive Composition Co 
= _ a ‘ 7 . . ~ . 7 . . 
laste, Uniform Practices. It is the token of a Code of Ethies INDIANAPOLIS, IND. PORTLAND, ORE. 
se ee ccm binding upon all members. It indicates the Greatest Choice of —o ety mee — 
Cc. »Ographe 
y ° ° T » Fare Ty > Service j } 'e ia} ) ‘a ¢ 
Whose trade mark is this? “Lilia wsdl +. tage herder adbaguipectarren, Shan. arendersan KALAMAZOO, MICH. sr. LOUIS, MO. 
nS Lowest Possible Costs. Isn't that a pretty comprehensive Claire J. Mahoney Brendel Typographic Service 
1 advertiseme - a gervice? LOS ANGELES, CAL. 
advertisement of a service? , SAN FRANCISCO, CAL. 
William Carnall > : 
All these things are pledged to the advertiser by each ATA Samuel Katz, Typographer Taylor & Taylor 
. Fd Rising-Hammond, Inc -aTTts a 
member; and whenever a typographical plant finds itself will- Sar SEATTLE, WASH. 
x! MILWAUKEE, WIS. Frank McCaffrey 
ing to abide by our regulations and live up to such a pro- iets Gen 
gram, then we will gladly bring out the goat for the journey George F. Wamser, SRC, CAMARA 
° . : . Typographer, Inc Fred F. Esler, Ltd 


across the hot sands. 


Arpert ABRAHAMS, Executive Secretary, is reached at 461 
Fighth Ave., New York City. - - 


“Sy prografrhy Chal sets uf an Ideal” 


Bote, une Advertising Typographers Association 


& Hutchings, Inc., Photo- | 0 America, Sune. 
ngrivers, 207 N. Michigan 
Ave. or phone FRAnklin | 
5854, we will tell you. 
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Pays Employe Bonus 


Central Broadcasting Company, 
operator of Station WHO, Des 
Moines, paid a bonus, partly in cash 


and partly in war bonds, to staff 
employes Aug. 15. Cash payment 
was on a percentage of salary for | 
the first six months of the year,| 
on the following basis: 10 per cent 
to employes with five or more years’ 
service, 9 per cent to those with 
four, and ranging down to 5 per 


cent for employes with one year’s 
service. 


Rynd Succeeds Yandell 
E. Rynd, formerly sales 
manager of the Blue Net- 
Company, New York, has} 
named treasurer of the ran-| 


Charles 
service 
work 
been 
work to succeed Lunsford P. Yan- 
dell, now on leave of absence to 
handle an assignment for the 
American Red Cross in London. 


Drowns to Wembley | 


Richard G. Drowns, Jr., for the 
past 15 years engaged in New Or-| 
leans advertising and newspaper | 
work, has been named advertising 
manager of Wembley, Inc., tie man- 
ufacturer. 


Adds Men’s Store 


Bullock & Jones, San Francisco 
men’s store, has named the San | 
Francisco office of Beaumont & Hoh- | 
man to direct its advertising. | 


When Salad 
Was a“Sissy”’... 


file € Health 


THE NATIONAL HEALTH JOURNAL © 
DEPT. & TAKOMA PARK, WASHINGTON. D.C 


Many folks had a good laugh, 58 
years ago, when we launched 
Life & Health to promote, among 
other things, the new idea’ that 
nutrition is all-important to good 
health. But we stuck to our guns 
and did a bang-up job—creating 
through our pioneering efforts, 
the most health-conscious group 
of people in America Today the 
National Nutrition Program is 
sponsoring the same health prin 
ciples, which would seem to prove 
we were right all along 

The result is that today Life & 
Health subscribers are ‘way ahead | 
of the parade on the subject of 
nutrition Consequently they're 
the most receptive audience § for 
your advertising messages on 
healthful products They read 
Life & Health solely for health 
information, and believe it be- 
cause they know every word we 
print is backed up by an editorial 
board of ethical physician They 
buy start buying aves rolling 
by recommending products to 
other 

Especially + t can you afford 
not t have Lif & Health pitel 
ing you? The cost is much k 
than you'd expect Writ rol 
page brochure today! 


_ Getting Personal 


A. L. Brandon, a.m. of the Evening Telegram, Rocky Mount, N. C., 
has been elected president of the city’s Chamber of Commerce. . . 
Ted Lord, of the New York staff of Farm Journal and Farmer’s Wife, 
has returned from a sojourn in the Canadian wilds with a coat of 
tan and the record of having caught the biggest bass (434 lbs.) in his 
group. ‘Ted isn’t bragging—two years ago he landed a 62 pounder... 

Gurth F. Chambers, gen. sales mgr. of Lever Bros. Co., Cambridge, 
did so well as exec. director of the Massachusetts salvage drive that 
he has now been appointed New England regional manager of the 
conservation division of WPB, and will have charge of all New Eng- 
land’s salvage work. . . 

Chicago’s advertising and publishing circle can well be proud of 
its record in the recent 1942 war fund campaign for the USO. Accord- 
ing to Sterling Peacock, N. W. Ayer v.p., who served as chairman of 
the “Advertisers and Publishers” section, a committee of 20 adver- 
tising and publishing men rolled up 173 per cent of their quota, an 
achievement which puts advertising and publishing in third place 
out of 68 business classifications. The figures which show that the 
admen know how to sell and give: Quota, $11,000; actual (as of 
Aug. 5), $19,003.99. . . 


AND LOOK AT WEAF TODAY 


Just 20 years ago, on Aug. 16, 1922, Station WEAF began broadcasting from 
this studio on the 24th floor of the American Telephone & Telegraph building, 


24 Walker street, New York. First soloist was Helen Graves, now computing 

room supervisor for AT&T's long lines department, shown here with Mrs. May W. 

Swayze, another telephone employe, as featured soloist. The NBC key station's 
first commercial broadcast was scheduled on Aug. 28 of the same year. 


Lloyd Maxwell, first v.p. of Roche, Williams & Cunnyngham, has 
Leon too busy to acknowledge congratulations on his election as prexy 
of the Chicago Federated Advertising Club. Mr. Maxwell, a member 
of the executive staff of the Army War Show, has been “trouping” 
in a literal sense, hopping from Chicago to Milwaukee, Detroit, 
Omaha, Des Moines and other points to arrange preliminaries for the 
mammoth production. . . 

Sue Kingsley Carl, Chestnut Hills, Mass., became Mrs. Charles 
Daniel Frey at a ceremony in boston Aug. 7. The groom is an ensign 
in the Navy, and son of the president of Charles Daniel Frey Co., 
Chicago agency. . . 

H. R. Van Gunten of the Chicago office of Lord & Thomas will be 
chairman of the advisory committee of the Advertising Group of the 
Chicago Community Fund Campaign, which begins shortly after 
Labor Day. The general chairman of the Advertising Group has not 
yet been named, but will come from McCann-Erickson. . . 

Wedding bells have rung out for John J. Heffernan, member of 
Simplicity Pattern Co. ad dept. His blushing bride was Margaret 
Gray Murray, associate food editor of McCall's. . . Evan M. Mitchell, 
classified ad mgr. of the Albany Knickerbocker News, was recently 
able to give a story to that paper’s news editor, but much to his regret. 
It seems someone entered the ad manager’s home, sans invitation, 
through a cellar window. Local pawn shops are being scoured for 
two watches, gold cuff links, a wedding ring and a collection of 
pennies. . . 

Monroe F. Dreher, pres. of the Monroe F. Dreher agency, was host 
at a surprise birthday luncheon for an octogenarian. The guest was 
his father, Ernest A. Dreher, Sr., for the past 16 years secretary and 
treasurer of the agency. The senior Dreher was presented with a 
pipe and gold fountain pen inscribed to his “80 good years.” . . Friends 
of H. Victor Grohmann, pres. of Needham & Grohmann, are hailing 
his recent talk before the Lions Club of New York a roaring 
success. . . 

The call of domesticity proved too strong for Madeleine Carroll, 
radio script writer with Hammer Advertising Agency in Hartford, 
Conn., who has left her agency post to marry an aviation instructor 
at Troy, N. Y... 

Oliver B. Catelle. s.p.m. at Miles Laboratories, is the author of that 
reassuring little poem on wartime shortages, beginning with the lines, 
“Keep your temper, gentle sir, writes the manufacturer.” He penned 
the verse exactly a quarter of a century ago—during World War lI.. . 

Don’'t-tell-us-you've-heard-this-one-before dept.: W. R. Hancock, 
bus. mgr., of the Democrat-Chief, Hobart, Okla., has knitted 13 
sweaters for soldiers in his spare time and has just started on his 14th. 

. Which has nothing to do with the fact that William J. Sheehan, 
pub. rel. dir. with Eastern Gas & Fuel Associates, Boston, is passing 
out cigars for the fifth time, the Sheehan menage now comprising 
four boys and one girl. . . 

Fred Hasey, executive with Geo. E. Keith Company, maker of the 
famed Walk-Over shoes, no doubt is avidly reading a copy of “Yankee 
Fighter,” newly-published autobiography of his son, Lt. John F. Hasey, 


as 


hero of the Free French Legion. The younger Hasey is now in the 
United States, recuperating from serious injuries inflicted during 
battle 


Edward C. Cunningham, local sales traffic mgr. of the NBC Central 
Division, is the newest NBC Chicago pater. A 7-pound, 14-ounce son 
was born to the Cunninghams Aug. 9... 

Bill Pollje, head of Pollyea Advertising, Terre Haute, Ind., and Sally 
Rand (this time a horse) made news last week. When the mare 
jumped a fence Bill suffered a sprained ligament and is temporarily 
missing from the office. . . 


| 


| 


/newspaper publicity and individual | 


| stations, will be coordinated in a ~| 

joint promotional campaign this! 7 e 

year. ‘ B é Ye Yo YE D 
NBC has assigned Cecil Car- B ings Your - ” — 


| Parade of Stars,” to launch the fall 
| programs. 


|a series of special transcriptions by 


/advertising agency producing each | 


‘program, heralding the first broad-| Although its bank-by-mail service has 
cast operated for years, Central Ban of 
- eaasia ’ Oakland, Cal., has embarked up a 
These transcriptions will be used new campaign featuring its war-ime 
by at least two-thirds of the NBC | benefits, using newspapers and + dio, 
affiliates as spot announcements or Four-inch type in this 5 column by (4. 
as episodes in special “Fall Parade inch ad emphasizes the service. Emil 


———— 


NBC Plans ‘Parade’ __SERVICE BOOSTED 
to Increase Size 
of Fall Audiences 


New York, Aug. 11.—Exploitation 
of NBC programs returning to the 
air in the fall, hitherto confined to 


promotion plans transmitted direct 
from advertising agencies to local | 


michael, assistant manager of Sta- 
tion WEAF, to develop a 


then Bonk. by Meil ot Central Bonk! 


“Fall : ® 


nk at gy 


debuts of the new and vacationing 


Keystone of the campaign will be 


the stars of each NBC program, | 
made under the supervision of the | 


of Stars” local broadcasts. The Reinhardt Advertising is the age: cy. 
transcriptions will be correlated 
|'with special newspaper pictures, | 
'mats, window displays and com- | 
munity events. Sponsors’ products | 
| will not be mentioned. 


Hendershot Named A. ™. 


Rogers Diesel and Aircraft Cor- 
poration has appointed Norm: n J 


Hendershot as advertising man ger 
oB k . ’ Mr. Hendershot, for seven irs 
. bBankamericans Copy assistant advertising manage: for 

Bank of America, San Francisco, | Royal Typewriter Company, re} ‘aces 
state-wide banking system and Charles D. Cavett, who has } ined 


fourth largest bank in the United | the copy staff of Pathe News, | 
States, recently used unusual copy | 

which showed a soldier and a busi- | . 

ness man marching together with|Gordon Named Director 


the following headline: “1,325 ‘ an ‘ ; 
Bankamericans are serving on the George Blair a ro ‘ian 
| ‘fighting fronts’; 10,152 Bankameri- gael aha ol gp Ban Ban Mt 
oe a ee ane meee nee Gordon is president and managing | 
° ° director of Dominion Textile Com- | 
Start ‘Shipbuilder’ pany, and president of Montreal 
The Bay Area Shipbuilder, a free | Cottons, as well as being director o! Pl 
distribution weekly, made its initial several other Canadian companies gt 
appearance in the San Francisco  _ th 
| area Aug. 14. The publication plans | s : fig 
call for distribution of 20,000 copies | Gets University Account tis 
to shipyard workers. Publishers are American University, Washington th 
J. N. Manning and F. L. Newton, | D. C., has appointed Henry J. Kauf- qi 
and editorial offices are located at | man Advertising, Washington, le 
320 Market street, San Francisco. agency. N 
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1940 Census - 203,101 


Chamber of Commerce 


~ May 1942-est. 310,000 BUY San Diego on todays 


facts! Get latest market 
data from our National 
Representatives - otherwise 
you will grossly misjudge te 


San Diego of TODAY! 


June 1942 Registrar of 
Voter's estimated 
nearly 350,000 


Circulation is keeping pace! 


REPRESENTED NATIONALLY sy WEST-HOLLIDAY CO.. !n¢. 
| New York © Chicago © Cleveland © Denver © Seattle © Portland © San Francisco « °s Anse 
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‘mall Packers 
Fight for New 
Price Ceilings 


Continued from Page 1) 


lem and hinting at 
practices on the part of the big 
packers. He said the “big four” 
(Sw ft, Armour, Cudahy and Wil- 
son) were anxious to put the small 
packer out of business in order to 
elim nate competition. 

Declaring that Price Administra- 
tor Leon Henderson and Secretary 
of Agriculture Claude E. Wickard 
must know that some degree of 
inflation is inevitable, Mr. Casey 
asserted that it “is unfair for them 
to force slaughterers and processors 
of meats to bear the loss through 
lack of ceilings on livestock, or a 
correlated ceiling on dressed pork 
and beef and the products of each.” 

The American Meat Institute, 
generally recognized as the voice of 
the industry, submitted a plan to 
OPA which it believes will do away 
with many of the present inequities. 
While details were not made public 
immediately, the AMI announce- 
ment said: ‘“‘Ways are suggested for 


monopolistic 


meat with present ceiling methods,” 
it said. “We are in entire sympa- 
thy with the objects being sought 
by OPA and other government 
agencies, but the present situation 
can only seriously interfere with the 
general war effort and have disas- 
trous results for livestock produc- 
ers, meat packers, sausage makers, 
retailers and, ultimately, consumers.” 


Shoestring Operator Hit 


One Institute official, queried by 
ADVERTISING AGE, recalled that the 
bulk of the small packers were 
engaged in sausage manufacturing. 
“Naturally,” he said, “they get the 
| tightest pinch of all. When you're 
operating on a shoestring, and many 
of them are, this condition is very 
serious. They’re mad at everybody 
—the government, the big packers 
and the Institute.’ He said that 
many of the AMI’s 400 members 
had found certain phases of pack- 
ing unprofitable under ceilings, but 


declared that the packers would 
accept this situation—until OPA 
rectifies it— because the packers 


want to get 
war. 


NEW EMBLEM SET 
FOR MEAT COPY 


Chicago, Aug. 13.—The American 
Meat Institute has released a new 
emblem which is destined to appear 
in much national and local meat 
advertising during the coming year. 
The emblem, officially approved by 
the U. S. Office of Defense Health 
and Welfare Services, repeats the 
slogan, “U. S. Needs US Strong,” 
and reads, “Meat is among the im- 
portant daily foods recommended in 
the government's program for better 
national nutrition.” 

Mats and folders have been sent 
out to a quarter of a million retail- 
ers for use in local advertising copy, 
and it is expected that many meat 
processors will use the symbol in 
their national advertising. The em- 
blem, of course, will appear in the 
Meat Institute’s promotion, and will 
make its first appearance in the 
Aug. 19 issue of The Saturday Eve- 
ning Post. 


on with winning the 


‘New P&G Contest 
Offers USO Split 


| Procter & Gamble Company, Cin- 
|cinnati, last week began promotion 


of a new contest, featuring both 
Oxydol and Camay. The contest 
follows conventional P & G lines, 


with the difference that the contest- 
ants are offered 35 words in which 
to complete a sentence instead of 
the usual 25-word obstacles offered 
for Ivory. 

Another feature of the current 
contest, which was announced with 
color full pages in national maga- 
zines, is that the bulk of prizes, 
$50,000, will be split between prize 
winners and the United Service 
| Organizations. Says the headline: 
“One-half for you—one-half for the 
USO.” The pay-off is in cash, al- 
though one line of copy urges that 
winners buy war bonds with the 
prize money. Blackett-Sample- 
Hummert is the agency. 


Adds Fiske Account 

J. Parker B. Fiske Company, Au- 
burndale, Mass., has appointed Cory 
Snow, Inec., Boston, to direct its 
account, 


Weir Quits L & T; 
Swann Named V. P. 


Walter J. Weir, who at 33 became 
vice-president and copy chief of 
Lord & Thomas, New York, and re- 


portedly one of the highest paid 
copy writers in 

the agency field, 3 ee: 
last week re- & : 
signed following § 


“aq disagreement 
over fundament- 
al copy policy.” 

He joined Lord 
& Thomas ap- 


proximately a 
year ago. after 
serving with 
J. M. Mathes, 
Inc., Sherman K. 
Ellis & Co., and 
N. W. Ayer & 


E. D. Swann 


Son. In recent 
months Mr. Weir's articles on the 
war effort attracted attention. He 


will vacation before making plans. 

Erwin D. Swann, account execu- 
tive on the Schenley account, has 
been named an L & T vice presi- 
dent. 


OF COURSE IT'S TWINS... 


enabling sausage makers to be sup- | 


plied with raw materials which they 
are finding it difficult, or impossible, 
to procure now. A more equitable 


method of fixing ceilings on pork 
products is recommended. An im- 
proved formula for establishing 


ceilings on sausage products so as 
to eliminate inequities in the saus- 
age business is put forward.” 


Retailers Also Hit 


Besides the pressure now being 
put on the packer, retailers are also 
groaning under meat ceilings. Of 
these outlets the AMI said: “The 
figures (pork processing price sta- 


tistics mentioned above) also reflect | 


the serious position of about a 
quarter of a million retail meat out- 
lets throughout the United States. 
Many, because of lack of merchan- 
dise to sell, are on the verge of 
closing. 

The AMI announcement took cog- 
nizance of the recent meat shortage 
in some areas, predicting that “the 
supply of meat in the year ahead 
should, without great hardship, sat- 
isfy the expected needs in _ this 
country and abroad, provided the 
purchasing programs of the various 
federal agencies are coordinated 
and synchronized properly in rela- 
tion to the meat supply.” 

Although the 600 small meat 
packers had ripped at OPA’s “close 
connection” with the large meat 
packers, and apparently set up their 
own organization out of the belief 
that the AMI represented the giants 
rather than the rank and file of the 
industry, the AMI announcement 
was conciliatory. “We _ recognize 
that the Office of Price Administra- 
tion, the Department of Agriculture 
and others are finding it difficult to 
control a perishable product like 


BOWLING is 
teaching EVERY bowling establish- 
ment certified by the American Bowl- 


the only magazine 


ing Congress. There are 5069 such 
establishments containing 39,812 bowl- 
ing clleys. 


Here is a mighty lucrative market for 
wling equipment, air conditioning 
wits. wall coverings, interior decora- 
tons, sound insulating, soda foun- 
ins, grills, seating and lighting 
*quipment, food, beverages, tobacco, 
Yophies, plaques and products of 
‘very description used and needed in 
modern bowling establishment. 


Gucranteed circulation 30,600. 

Write for detailed information. 
Advertising Department, BOWLING 
The American Bowling Congress 


2200 North Third Street 
Milwaukee, Wisconsin 


NO SURPRISE to us (or to anybody else 


who's aware of what's been going on over at 


our house) is the arrival of the new Mutual 


Twins. Have you met them yet? 


First we give you Market Dominance. After 


building stronger. better stations where 


power counts most. Mutual now ranks third- 


or-better in popularity in all but two of the 


14. U.S. cities of over a half-million popula- 


tion. These stations alone serve 44°° of all 


U.S. radio homes...and Mutual is even more 


popular in smaller cities. Up to four times 


as popular. according to recent research, 


‘chee 


Now we give you Lowest Cost. Mutual's new 


rate plan provides more for your money than 


any other network. An evening half-hour on 


the full network (over 200 stations) costs as 


little as 86.015. You have free selection of 


-upplementaries. Minimum network require- 


ments are lower than ever and volume dis- 


counts are higher than ever. For additional 


unique economies. see Rate Card No. 10. 


These are the new Mutual Twins... Varket 


Dominance and Lowest Cost. The better you 


get to know them. the better 


stand Mutual's delivery of 


you ll under- 


Dominant Stations in the Markets Important to You...at Lowest Network Cost 


THE 


MUTUAL BROADCASTING SYSTEM 
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Esso Campaign 
Aims to Bolster 
Dealer Morale 


(Continued from Page 1) 

In developing the program, Esso 
officials cited figures showing that 
even with curtailed use of cars 
there will still be plenty of vehicles 
deserving the attention of aggres- 
sive dealers. Decreased volume is 
causing many “marginal” stations to 
go out of business, and these, along 
with fewer automobile dealers, serv- 
ice stations, offer new sales oppor- 
tunities. 

The start of the campaign was 
signalized by 1,570-line teaser copy 
in newspapers throughout Esso’s 


| tions. “Sixteen out of every 17 car 
|owners were astonished at the mile- 
age made possible,” it added. Addi- 
| tional information was promised in 
newspaper copy to appear shortly. 

Keystone of the tire conservation 
plan is a new gauge, available to 
Esso dealers, which measures the 


ADVERTISING AGE 


/motor. An inspection report form 


is provided for each customer, show- 
ing a complete case history of every 
car serviced. 

Efforts of the Esso sales depart- 
ment are being concentrated on de- 
veloping the fullest possible par- 


| ticipation in the program by dealers. 


——— 


MAIL PIECE FEATURES DEVICE 


AMAZING NEW SCIENTIFIC 


depth of remaining tread. The gauge | Point-of-sale and direct mail ma- 


has one set of figures for first line|terial has been prepared for the) 


tires, another for “price line” tires. | latter, and personal solicitation of 
Gradations run from 1/32 to 16/32) prospects is recommended as a valu- 
of an inch. On first line tires, esti- | able adjunct to the campaign. 


|mated remaining mileage at 1/32 McCann-Erickson handles_ Esso 


of an inch is 16,450; at 16/32, 53,200. newspaper advertising, while Mar- | 


When the tire is worn smooth, re-|schalk & Pratt is the agency for 
| maining mileage is placed at 14,000. | radio. 

|For “price line” tires, 1/32 of an ——__—_——— 

|inch of tread means 8,190 remaining Brenon to Brooke-Smith 
nies; Te, See Saee;. ree M. St. John Brenon has joined the 


| Wore, amnoom, 6,720 miles. .. _| creative staff and plan board of the 

After determining the remaining | petroit office of Brooke, Smith, 
mileage in all tires, the dealer turns | French & Dorrance, Inc. Mr. Bren- 
to a “tire life indicator,’ a chart on’s background includes copywrit- 
which suggests how the tires should ing for Fisher Bodies, Cadillac and 


be switched to insure maximum 
remaining mileage. 


Broad Service Offered 
In addition to tire service, deal- 


marketing area, and in radio com- 
mercials, spotlighting the figures 
“16 to 1.” Copy declared, in part, | 
“16 to 1 you don’t know how far | 
your tires will go; 16 to 1 they will 
go a lot farther than you think; 16|ers are urged to impress motorists 
to 1 you'll be amazed at the extra} with the need for servicing all other 
mileage your Esso dealer will soon! parts of the car, with the aid of an 
be able to help you get.” illustrated, cut-out manual that ex- 

The message then referred to a| plains why such attention is neces- 
“new method to increase tire mile-|sary. The manual is divided into 


age” available at many Esso sta-'three parts — body, chassis and 


|all Chrysler cars. For four years 
\he served as_ vice-president of 
| Maxon, Inc. Later he was associ- 
ated with Ruthrauff & Ryan’s New 
York office as account executive 
and copy writer. 


Guedel Joins Seeds 


John Guedel, writer-producer of 
the new radio show, “People Are 
Funny,” has been named repre- 
sentative and manager of Russel M. 
Seeds company’s Hollywood office. 


The Advertising Agency 


comparative figures for 1940. 


classification of publication advertising which is 


the same agencies in 1940. 


Here is 


cles are 


placing or plans to place business for an industrial 


subscription for $2. 


NEW YORK OFFICE: 330 


Order Your Copies Now! 


Industrial Marketing 


The September issue of Industrial Marketing will carry as a feature of 
its annual Advertising Agency Number a tabulation of business paper 
advertising placed by the leading agencies of the country for 1941, with 


Every agency executive aware that industrial advertising is the only 


creases will want to see this record of expanding volume in the busi- 
ness and industrial press cleared through agency channels. Preliminary 


tabulations show an increase substantially in excess of that recorded by 


a live field of advertising and marketing activity in which agen- 
an increasingly important part of the picture. 


the information in the Advertising Agency Number especially valuable. 


Single copies of this issue are twenty cents—or you may order a 
It will include as the October 25 issue the annual 
Market Data Book, which for 21 years has been the bible of industrial 
and trade advertisers and agencies. It is the only advertiser's reference 
book containing complete facts about industrial and trade markets and 
complete directory information on all business publications, with cireu- 


lations, rates, agency discounts and mechanical requirements. 


INDUSTRIAL MARKETING 


100 E. Ohio Street, Chicago 


W. FORTY-SECOND STREET 


Number 0 


showing current  in- 


If your agency is 
account, you will find 


vear’s 


INSTRUMENT... 


8 
z 
& 
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SEE YOUR NEIGHBORHOOD 


ESSO DEALER 


Direct mail copy to be used by Esso dealers spotlights the “tire life indicator, 
part of the equipment designed to estimate how much mileage remains in fires 


This tire life indicator is part of a new program of conservation announced by 
Esso Marketers. 


Aurex Names 
BBDO; Plans New 
National Campaign 


Chicago, Aug. 13. — Coincident 
with the appointment of Batten, 
Barton, Durstine & Osborn as its 
agency, the Aurex Corporation, 
manufacturer of hearing aid instru- 
ments, today announced plans for 
national advertising plus coordi- 
nated local campaigns in the 123 
areas covered by its sales offices. 

The company probably will use 
national magazines for the bulk of 
its messages, and may include Sun- 
|day rotogravure or magazine sec- 
\tions of newspapers. Local adver- 
\tising in dailies will be placed by 
‘individual Aurex representatives. 


veloping vacuum tube hearing aid 
|instruments for nearly a quarter of 
la century and the company now is 
engaged in franchising additional 
representatives in open territories, 
\from among industries where 100 
| per cent conversion to war work has 
made salesmen available. Govern- 
ment officials havé extended a pub- 
| lic health priority rating to hearing 
aid companies, thus assuring them 


/account executive for BBDO. C. D. 
Pettengill is advertising director of 
Aurex, which previously has placed 


‘Stress Peace Product 


now taken by the armed services, 
| Philadelphia Textile Finishers, Phil- 
| adelphia, is running a newspaper 
;/ campaign explaining its new prod- 
uct, Phil-Pro-Tex, a plastic com- 
|pound to waterproof canvas, also 
|making it rot resistant and flame 
| retardant. Oswald Advertising 
Agency has the account. 


| Aurex engineers have been de-| 


‘of a continuing supply of material. | 
Willard A. Pleuthner will be the | 


| 


| 


Campaign Stresses 
Ample Supplies in 
Men’‘s Wear Field 


New York, Aug. 12.—In an effort 
to help the men’s wear field tap the 
tremendous market represented by 
the 12,500,000 men and women now 
engaged in war work, The American 
Weekly will conduct a promotional 
drive spotlighting the fact that 
there is an ample supply of good 
quality men’s wear for American 
consumers. 

The magazine has prepared point- 
of-sale material, newspaper mats 
and radio scripts for retail stores 
as well as a complete sales manual 
entitled, “Your New Customers, 
Who They Are, What They Want, 
How to Sell Them.” 

One of the features of the cam- 
paign is a four-color display piece, 
30 by 40 inches, saluting “Fighters 
on the Production Front.” Copy 
points out that for every soldier on 
the firing line, 12 workers are re- 
quired on the production front. A 
series of advertisements in The 
American Weekly will strive to “re- 
store the public’s confidence in the 
style and quality of men’s wear to 
be sold next fall and winter.” 


KNX Promotes Pratt 


Meredith R. Pratt, former account 


most of its advertising copy direct. | executive, has been named KNX, 


Los Angeles, sales service manager, 
replacing Ed Buckalew who recently 
took over station relations. Andy 
Kelly, formerly with the Hays office, 


Despite the fact that its output is| has returned to KNX in the public- 


ity department. 


Ellsworth Joins WJZ 


T. B. Ellsworth, formerly adver- 
tising director for Ross Federal Re- 
search Corporation, New York, has 
been named sales promotion man- 
ager for Station WJZ, New York 


POINT-OF PURCHASE ADVERTISING 


Where the prospect can immediately obey your urge to BUY 


MONTREAL 


TORONTO 
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GIBBONS KNOWS CANADA | 


i J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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No Curtailment 
of FIC Policing 
Due to War Work 


(Continued from Page 1) 


panies and it is believed that estab- | 
lishment of the FTC reasoning in 
stipulations or in the courts would 
materially affect the fundamen- | 
tals of competitive advertising of | 
cigarets. 

Philip Morris claims and inter- 
pretations singled out by the com- 
mission’s complaint were: 

That Philip Morris cigarets cause 
no throat or nose irritations; that | 
when smokers have changed to! 
Philip Morris every case of irrita- 
tion of the nose and throat due to 
smoking has cleared completely or | 
has definitely improved; that a 
Philip Morris smoker may be as-| 
sured of freedom from irritation of | 
the mucosa due to smoking; that the 
cigarets may be smoked as much | 
and as often as one likes, unham- | 
pered or unmarred by throat irri- | 
tations; that Philip Morris cigarets | 
may be consumed without “smoking | 
penalties”; that throats and mouths 
are as fresh and comfortable and 
the breath as pure and sweet after | 
a day of smoking Philip Morris as | 
in the morning;: and that the dif- | 
ference between it and other brands | 
of cigarets is “vital.” 

Other Claims “False” 


The complaint also charged that 
Philip Morris’ use of “recognition 
by eminent medical authorities” and 
“findings of a group of distinguished 
doctors for the sole benefit of their 
own profession” were false. 

It alleged that the purported sur- 


The mat maker | 
did NOT do it! 


All he said was that the so-and- | 
so zincs were tearing his mats 
and that pattern plates would 
have to be made after all. 

It was a $142 headache for 
the ad manager but (oh happy 


day) he invited US to take 
over. 


“I won’t have one undercut 
or shallow etching job again,” 
he warned. “Nothing but clean 
shoulders, close routing and— 
when I want quantity mats— 
alloy hard zinc.” 

“Finally”, he growls in dark 
suspicion, “can you fellows etch 
text matter and hold its true 
weight?” 

Could we! That was four 
years ago and he’s still sold on 
the ADvantage of ADvance en- 
graving (line, halftone or pro- 
cess ). 

Maybe YOU don’t want 
zincs to replace mat patterns 
but if our kind of top flight 
craftsmanship appeals to you 
—so will its cost! 

Sample it for YOURSELF 
by your next engraving job. 
You'll see it is so. 


ADVANCE 


ENGRAVING COMPANY 
INC. 

| Harrison 3440 - CHICAGO 

| COMPLETE Photo-Engraving Service 


J 
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PRICE CONTROL AS AD THEME 


HELP YOUR GROCER 
KEEP DOWN 


THE COST 


OR MILLIONS OF AMERICAN FAMILIES there's a store 

that more than any other typifies this country's spirit 
of neighborliness— the corner grocery store. Through the 
years, you have depended upon your grocer for the fresh. 
wholesome and deherous foods that make the American 
family table the best in the world. You have looked to his 
to hes know ledge of foods 
to his fair price policies as your safeguard 
In all these responsibilities your grocer has not failed! 


store asa rehable supply base 


as your guide 


Today, as quartermaster to the American family, your 
food merchant is playing an even more vital role in your 
lite. For in addition to his task of helping heep this a well- 
fed, healthy 
bility of wa 


tron, he shares the additional respons: 
below le 
ments Maximum Price Regulation 


ng prices at or 


els required 


under the go: 


Price Control es one of the most drastic economic actions 
ever taken in this country. It affects more individuals than 
any other semular governmental ruling before or since the 
war. ft is the « 
fivomg« 


tizen’s charter of security agamst rising 
»sts. And as a patriotic soldier on the home front. 
you have an obligation to your country to understand the 
regulation thoroughly ! es 


The General Maximum Price Regulation says that your 
grocer cannot charge you more for certain goods th=n the 
highest prices he charged for these goods in March. 1942 
Stores may charge less. Some will charge more for the 
same thing than others because the regulation puts a 
corling on mdnudual store prices. And many basic foods 
are not controfled in price at all 


This moans that your neighborhood storckoeper as well 
as the people whe supply him are faced with many new 
and exacting problems. He has had to re-price his mer- 
chandise hundreds of even thousands of items —accord- 
ing to ceiling prices based on his highest March prices. 
In the larger stores this es a tremendous task. And in the 
smaller stores— where the records may be incomplete - 
it is. an extremely difheult one 


OF LIVING 


So give your grocer a break these days. For years he has 
trusted you — has accommodated you — has been your 
Good Newhbor Namber One. Remember that he still is 
~that he wants to help win the war just as much as you 
do, and knows this is one way to do it 


But he's got a big yob on his hands. He's got things to learn 
and understand just as you have— and in many causes he's 
suffering losses until the whole program gets rolling 


When difficulties arise. you and your grocer should try to 
iron them out in a friendly manner. When he does a 
gvod job, cooperates fully in the difficult task of regu 
lateng prices, compliment him ...let him know that his 
goed work is appreciated. Remember that your grower is 


sincerely interested in keeping the cost of lining down 


Finally. don't offer to pay more for things vou want than 
the ceiling allows — or buy more than you need. And 
spread this word among your friends and neighbors. F or 
hoarding may mean empty guns! 


Remember, there is no lack of any essential foods. Amer- 
ica's reserves are great. Her total resources for food pro- 
duction have not even been scratched. Restrictions now 
in effect are to prevent unequal distribution 


For more than 73 years, the House of Heinz has had the 
privilege of working hand in hand with the grocers of 
America. Today our relationship is closer than ever. In 
our research laboratories we are developing mew prod- 
ucts and sew preparation methods that will assure a 
steady supply of fine Heinz foods. Like all products that 
bear the famous keystone label. they will contain only the 
choicest ingredients prepared in the small-batch, old- 
fashioned way to time-tried and treasured recipes 


Se remember, you can continue to look to your corner 
grocer with confidence in the days that lie ahead. Me 
will continue to supply you with the finest products of 
America’s fields and orchards at the most reasonable 
prices possible! For that is his way of doing business 


H. J. HEINZ COMPANY 


Maker Of The Famous 57 Varieties 


cy) 


Terming price control ‘the citizen's charter of security against rising living costs,” 


H. J. Heinz Co. last week adopted the 


subject as a major copy theme in 1,000 


and 1,800-line advertisements appearing in 400 newspapers throughout the U. S. 
OPA rules harass grocers, like others, and Heinz asks consumers to ‘give your 
grocer a break these days." 


veys and findings were made for 
and paid for by Philip Morris and 
not “for the sole benefit of the med- 


|ical profession” and “for the guid- 


ance of other doctors alone.” 
According to the complaint, the 
findings were not impartial, the per- 
sons participating in the experi- 
ments were without training and 


}experience sufficient to make them 
/accurate and scientific, and publica- 


tion of the findings in medical jour- 


‘nals does not constitute proof of the 


superiority of Philip Morris cigarets 
over other brands. 

Fundamentally the same com- 
plaint was made against Revelation 
pipe tobacco. 


Dunhill Copy Criticized 


The FTC complaint against Philip 
Morris also alleged that the labeling 
and advertising of Dunhill cigarets 


i had the tendency to mislead and de- 


ceive the purchasing public into the 
belief that the cigarets are manufac- 
tured in England and are the same 
cigarets formerly sold by Alfred 
Dunhill, Ltd., at a higher price. 

A similar complaint and a cease 
and desist order issued by the FTC 
against Philip Morris in 1941 forced 
drastic changes in the Philip Morris 
The FTC order banned 
the use of the phrase “London W,” 
the word “English,” and any simu- 
lation of the royal arms or the use 
of the words, “by special appoint- 
ment.” (ADVERTISING AGE, Jan. 13, 
1941). 

Claims that Camels aid digestion, 
give a “lift” in energy, relieve fa- 
tigue, and help athletes to “keep in 
condition”; that they are made of 
“costlier tobacco”; that almost all 
tobacco planters prefer or smoke 
Camels; that they burn 25 per cent 
slower than competing brands; that 


they give five extra smokes per 
package; and that the smoke of 
Camels contains 28 per cent less 
nicotine were all classified as “in- 


accurate, deceptive, false and mis- 
leading” by the commission 


The entire use of testimonials in 


Bocming industrially and 
agriculturally. Reach a 
big chunk of it through 
the DECATUR station, 


> 


20 W. 1340. Full Time. 
Sears & Ayer, Reps. 
help given. 


SOY 


Local 


| 
| 


Camel advertising was attacked by 
the complaint, which alleged that 
the tobacco company has published 
paid testimonials from users and 
purported users of Camel cigarets 
which do not present or reflect the 
jactual personal experience, know!l- 
|edge or beliefs of the signers, and 


| that in some cases the testimonialists 
ilnot only do not and have not 
smoked Camel cigarets, but have 


;not and do not smoke cigarets of any 
| kind. 

| Many of such testimonials, the 
complaint alleges, are pre-written 
| by representatives of the R. J. Rey- 
‘nolds Tobacco Corporation, and 
| signed by the testimonialists with- 
‘out their being advised of the con- 
tents, and that many such testi- 
monials are false and are known to 


be false, and are obtained in sole 


consideration of the payments made | 


for them. The complaint also 
charged misrepresentation in the use 
of actors to read the testimonials on 
|Camel radio commercial broadcasts 

The claim that Prince Albert to- 
bacco is 86 degrees cooler than 
most other brands and is the coolest 
of all smoking tobaccos was 
termed false and misleading. 

In the stipulation signed for Kools, 
Brown & Williamson agreed to 
cease representations made by radio 
and in other media that the smok- 
ing of the mentholated cigarets will 
keep the head clear or give extra 
protection during the cold months, 
and that Kools constitute a remedy 
for colds or that a smoker may ex- 
pect healing or curative results from 
smoking the brand. 

Brown & Williamson will discon- 
tinue such expressions “doctors 
know the beneficial head-clearing 
quality of menthol,” and that “men- 
thol has been a favorite ingredient 
in cold remedies for years.” The 
tobacco company will also discon- 
tinue representations that the smoke 
from its cigarets on the 


also 


as 


1S 


easier 


throat than other brands, or soothes, | 


rests or relaxes the throat or mouth 
“no matter how hot the weather or 
how long or hard you smoke.” 
The fact that the commission in 
June settled 49 complaints by stipu- 
lations, and 27 by cease and desist 
orders, and instituted 25 preliminary 
investigations, emphasizes that the 
assumption of a great volume of 
work for the War Production Board, 
the Office of Price Administration, 
the Office of Censorship, the War 
Department, the Navy Department 


and other war agencies has brought 
no relaxation of the vigorous pros- 
ecution of “false and misleading” 
advertising and sales claims. 
| Pgad B. Morehouse, director of 
the FTC radio and periodical di- 
vision, emphasized today that these 
activities dovetailed with existing 
reading of advertisements and radio 
commercials much as would the ad- 
|dition of half a dozen new clients 
in the work of a clipping bureau. 
The radio and periodical division 
is analyzing and summarizing for 
'the Office of Censorship all adver- 
tising in newspapers, magazines and 
radio that refers to the war, the 
war effort, war economy or war 
| production; general public morale 
and health, price rises or trends, 
rationing priorities and conserva- 
tion. Any advertisements which 
;contain possible violations of the 
| wartime codes for newspapers and 


|radio are transferred to Office of 
Censorship for handling. 
| Figures to WPB 

The War Production Board is 


supplied with analyses and tabula- 
| tions relative to the advertising and 
| pricing of rubber products and other 
| Key strategic materials. 

The Office of Price Administration 
jreceives all advertisements which 
| advise the public to “buy now,” or 
contain statements that certain ma- 


terials will be scarce or of better) 


or equal quality than products for- 
| merly offered. 

| These war activities have in- 
creased the work of the radio and 
periodical division by  approxi- 


mately 36 per cent, but only in half | 


a dozen cases have investigations 
|or prosecutions been abandoned be- 
}eause of the war, Mr. Morehouse 
pointed out. 
volving tires or automobiles or 
other products not now available 
for sale. Complaints at this time 
| would not be in the public interest, 
| he emphasized. 

The annual report of the FTC, to 
be released shortly, will reveal that 
ithe radio and periodical division 


| read 1,912,000 pages of publication | 


advertising and 1,101,450 radio com- 


,/mercials in the past year. 


| tionally” 


| 


| 


This monumental task requires 
the reading of 6,230 pages of radio 
script, 2,231 editions of newspapers, 
and 1,706 magazines, farm papers, 
and business papers each day. 


ANA Enumerates 


‘Don'ts’ Based on 
OPA Regulations 


New York, Aug. 13.—A 29-page 
summary of information on adver- 
tising and selling practices under 
the OPA General Maximum Price 
Regulation was released this week 
to member manufacturers by the 
Association of National Advertisers. 

Among the merchandising taboos 
listed are the following: increase 
prices over those in effect in March, 
1942; discontinue free goods “‘tradi- 
given to a dealer if given 
in March; reduce the size of a prod- 
uct and sell at March prices; elimi- 
nate large-size containers, resulting 
in a higher price to the consumer 
for the same quantity; sell a lower- 
priced brand at the March price of 
a higher-priced brand of the same 
commodity; re-brand a product and 
charge more for it than for the 
lowest price brand of the identical 
commodity sold in March. 

On the other hand, the ANA 
points out, an advertiser may drop 
bona fide advertising allowances; 
discontinue the use of bona fide 
demonstrators or push money; give 
a new premium or increase an exist- 
ing one; discontinue special deals 
given in March which were to have 
terminated within four months after 


These were cases in-| they first became effective. 


BIG NEWS! 


wood ace In =F ool Products 
member aay 
— the Fuel INVESTIGATE 


Wood Prooucr 


431 S. Dearborn St., Chicago, Ill. 


The INTRODUCTION is /mportant! 


First impressions make 


a difference! 


Why not 


take advantage of the unique spot WMBID holds 


in the hearts of the 


PEORITAREAS 


deavor, the finest 


‘“‘home 
Public service. c ity en- 
ublic service, community en 
entertainment 


folks’? 


. 


these policies 


place WMBD in the position of trusted and 


And 


valued friend. 
“outsider” can. 


FOLKS Listen TO WMBD 


Here's one medium that covers all of 
the thriving PEORIAREA market 

and continues to cover it day and night. 
they'll be eve 


Just ask us for facts 
openers! The chart at right 
Chappelle survey, for example. 
And there are many more! 


WMBD gets results no 


a C, C. 


YOU’RE IN EXCELLENT COMPANY ON WMBD 


National 


PREE & 


advertisers 


WMBD to introduce and 


use 


keep selling their products in PEORIAREA. Many of 
PETERS, Iie. them have based national campaigns on tests run 
y Exetuwee Natromal here. Our Merchandising Department is alert, ag 


Repreeniatree 


WMBD is a 


gressive, eager to help. 


member of CBS network 
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36 ADVERTISING AGE 
s Coca-Cola will continue its World| The program is heard at 6:30 p. m., 
Coca-Cola Signs Broadcasting System “Singing Sam” |CWT, for Fitch shampoo. Brown 


transcriptions placed locally by bot- 
| tlers on approximately 175 stations, 
seeking a license for “one-time re- 
cordings” under a recent ruling of 
the American Federation of Musi- 
cians. The Andre Kostelanetz “Re- 


& Williamson Tobacco Corporation, 
through Russel M. Seeds Company, 
has ordered 127 stations for its 
Tommy Dorsey show, heard Tues- 
days at 9:30 p. m., CWT, for Raleigh 
cigarets and pipe tobacco. This is 
the spot to which the Red Skelton 
program is slated to return in late 
September. 
Returns “Views on News” 


‘Million Dollar’ 
Show on Blue 


New York, Aug. 13.—The Coca- 
Cola Company this week signed 134 
stations of the Blue Network for|freshment Time” program on CBS 
resumption of the “Spotlight Bands” | will also continue. 
program on Sept. 21. | The beverage company has 

Scheduled from 9:30-9:55 p. m.,|greatly increased its newspaper 
EWT, nightly except Sunday, witha] expenditures in recent weeks with 
time billing alone exceeding $20,000 | new copy in larger size emphasizing 
weekly and $1,000,000 annually, the|strongly Coca-Cola’s competitive 


The Ohio Oil Company, through 
Stockton-West-Burkhart, has signed 


ee 


The rates for this department 


are as follows 


, | , abe for seve * Midwestern stations “Help Wanted,” “Positions Wanted,” | “Representatives Wanted 
program is one of the largest con- | advantages. D’Arcy Advertising ri ‘Sena ae “ny ‘ orn om ‘Representatives Available,” 30 cents a line, minimun charge $1 
tracts for a single product in net-|Company is the agency. ro Uncays ITO - »- | a a yes iistiien dileate tendttan dabekl, ta. BOARS 6 2 
work radio |CWT, beginning Sept. 6. The com- 78 ; bp te classiications (single ins a aes’, Te: Sk ae 

« . : . 4.40 yer wh, 
Launched last November over | Curtiss to Full CBS Net pany will renew its round table —_ 
: ee ee ee news digest, “Views on the News,” —_ ii sia inte anen 
Mutual on a 15-minute schedule six | Curtiss Candy Company has! whict Sabbiien of Stell WLW. POSITIONS WANTED HELP WANTED 
ni shts a week KS yi tli sht Bands” , ‘ : wnicn originates a station 4 >| 
ree a different pet unit each | signed a contract with the Columbia Cincinnati. The show promotes | EXECUTIVE | Radio Director 
night and the most popular band of Broadcasting System for @ 112-out-' Marathon gasoline and motor oil. SPACE SALESMAN Beye OC geben sialic 
gpl Sot — O : | let complete network for the Jack- = AVAILABLE AGCY. MERCH. sail ia 
the week on Saturdays. One Pro-| son Wheeler newscast sponsored for Sea ; Know food retail. $10,000 
gram each week will originate from | lll ges rea es eS Two on Blue Show Nine years with present employer,|GCOQOpywWwRITER. Major age 
‘ Army ci The st » left the Butterfinger candy bars. The news- building a national consumer adver- | ¢19 900 . ; 
an Army camp. :' 1€ =e € sa /cast will be heard on Saturdays and | Two new accounts have taken |tising medium from scratch, but leav- COPYWRITER i dc ieee ei 
air last spring after 26 weeks of Sundavs at 10 a. 1 CWT Ar participation spots on “Breakfast | ing because current company reor- a a” : t, ag ane 
broadcasting when sugar rationing |; -patetlnge oP nen : re- | at Sardi’s” over the Blue’s Pacific |##nization precludes utilizing = my | eral exp. $4,000 
eee B . oe auloning | broadcast is scheduled over 18 sta- | %_.* , : abilities to the fullest. SALES PROM. and MDSE. MGR 
threatened the bottling industry. han, t, Sethe’ Connie mye Coast network. Kerr Glass Com- |store or general mdse. exp. 
oe ee Shy SEE mpany Is the | pany, through Raymond R. Morgan, PREVIOUS EXPERIENCE. . . Nine| buying, pricing and inventory « 
agency. Los Angeles, is taking a five-minute | Ye*'s representing a Building a $10,000, 
Pum . i or é i ‘ower E i ‘nt Maga- To . 215 _ ; 
' spot three times a week. Austin | jee eee ee ena aias | INSIDE MDSE. MAN, ability 
Two Increase NBC Net Studi zine. Also ten years with a leading | sales policies, trends, ete 
| 2 Studios, through Glasser-Gayley | Chicago Advertising Agency. CATALOG COPYWRITER. Hat 
re e > “12 5 7 to © ot © é a ' . v7 a 
Multigraphing — Filling-in [wo advertisers have added sta- moma f _ en ” taking s |My successful record as a producer | Xp. $250 to $400. 
|tions to their NBC networks. F. W.| @Y@-™unute spot once a wWeeK.) will bear the strictest investigation Women 
Add i Mi hi en 2 ’| Starting Aug. 3, “Breakfast at | bilit ti | 
addressing—Vimeogra in | W460 . ! . . _ -~ « ie . v0, = as c as to my Sales ability, erea ive re- | EXP. FASHION ARTIST Oper 
6 grap 6 Sa . Co gage rant ga gga x Sardi’s” became a Monday through | tears fn nega rary eee, ~ 84°) CATALOG COPYWRITER — §° 
THE LETTER SHOP, Inc. ‘ompany, has_ booste its ‘itch Friday feature for the entire Blue | Yertising, integrity, character, ete. | $175. 
440 8S. Dearborn St. Wabash 8655 Bandwagon network to 130 stations. Network. Married. Age 47 but look ten years | Gent $176 ri) Sale Prom., 1 
younger. } STENO - -Sales Prom. correspor 
, ' , | $150. 
Would appreciate hearing from aj PEAS “wwoeLY = ; 
3 a 4 Ss to publisher needing real producer in| JR. | iahaeinaias Y. to adv. me Set 
Chicago Area, Prefer) commission CHECKER nie man : ie 
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66 33 portunity exists for increased future | ©*?P 
earnings. Sinclair-Masterson Personne! 
310 8S. Michigan Ave.—Room 1719 
Post Office Box 5, Congress Park, Ill Chicagzo—H AR. Go0on 


YOURSELF 


for extra work | 


replace | 
| 


“l ought to be twins to 
handle my job these days!” 


li you're short on man-power, 
it with the power of paper and print 
ing. In the field, use well-planned, 
well-printed, letters and mailings to 
tell your story forcefully, economically 
and as frequently as you want. In the 
office, use the operating power of mod- 
ern printed forms to keep routine run 
ning smoothly, clear away details and 
free time for important work. 


Here are three ways to do the job 
three suggestions as to the right 
paper to use and three kits of 


material to help vou plan and produce 
your office and advertising printing. 


1. For a hard-hitting sales job, 
send out broadsides with a real selling 
wallop. Use striking colors, plenty of 
pictures. And print them on Hammet 
mill Offset, the paper that gives you 
splendid reproduction plus the economy 
ot work and turn printing. 
For help in selecting the right finish, 
get the new demonstration 
Hammermill Offset. Includes 4-color 
offset reproductions of a _ recent 
painting of a Lockheed Lightning 
Pursuit plane (suitable for framing). 
Nine pieces—all printed from the 
same plates on nine different finishes 
of Hammermill Offset. 


a For more frequent “reminder” 


SALES MANAGER: “Half the time I don’t know whether I’m 
coming or going. Here we are, busier than ever before and I have 
fewer salesmen to cover the territory. I help out as much as I can 


: F ° : calls, send out smaller mailings with 
by calling on Cus bigger accounts. But I cant be in two places at your regular COTTes|K mdence. To do 
once. And every time I go out on the road, my desk gets so piled = the job economically, use Hammer 


mill Opaque. This light in 


weight, 


with details it takes days to straighten things out when I come paper is 


back.” 


You can print both sides without ob 

jectionable show through. 
To see the kind of printing you can 
produce, send for the collection of 
specimens on Hammermill Opaque. 
Illustrated letters, dealer folders, 
promotion bulletins — 9 different 
pieces in all. 


3. lo replace missing personal con- 
tacts—write letters, form letters and 
individual letters Make your cus- 
tomers realize that vou still feel close 
to them. Letters look better on Ham 


For help in designing letterheads and 


Working Kit of Hammermill Bond. 
It contains printed specimens, full 
size layouts, using standard types, 


rules and ornaments. 


USE THIS VALUABLE COUPON 


Hammermill Paper Co., Erie, Pa. 
' Please send me the material 
checked below 
1 f l Demonstration Set of Hammer 
AD MANAGER: “Jim, here's one way you can back up your . {eS . & 
men on the road and take care of your work here at the office, n Hammermill Opaque 
: : ‘ l 9—"The Working Kit i ‘ 
too. Since we're too shorthanded to call on all our customers \ Rail 
regularly in person, why not do it by mail? Send regular bulle- 4 Nan 
tins to all the trade. Explain why we can’t always fill orders | p,..;.;... 
100‘:, why our men can’t call so often. Expensive? No! And | ttach to y mpas 
our printer has plenty of paper for the job!” | — 


set of | 


Cuts paper and postage costs. | 
But it has the opacity of heavier stock. | 


mermill Bond. It takes typing clean- | 
ly. It duplicates well. It's easy to 
write on, too 


Rapp, Ex-Editor 
of ‘True Story,’ 
Dies Suddenly 


New York, Aug. 13.—William 


Jourdan Rapp, who resigned as edi- 


tor of True Story last February 
after 15 years at the helm, died 
suddenly of a heart attack yester- 
day at his summer home at Mohonk 
Lake, N. Y. He was 47 years old. 

A bacteriologist by training, Mr 
Rapp entered the publishing field 
by a circuitous route which led 
from his native New York to France 
during World War I and_subse- 
quently to the Near East. Upon his 
return to this country he devoted 
himself to writing articles and 
plays, several of which had varying 
degrees of success on Broadway. In 
1927 he joined Macfadden Publica- 
tions as editor of True Story, and 
under his guidance the magazine 
rose to new circulation heights, set- 
ting an editorial pattern which soon 
spread to many other magazines. 

Mr. Rapp was frequently con- 
sulted on advertising problems, 
having won wide renown as an 
expert on psychological situations. 
In 1937 a little book, entitled “How 
to Get People Excited,” was dis- 
tributed to the advertising field, as 
a basic guide for copywriters. 


Following his resignation from 


True Story last winter, he devoted | opened an advertising agency 


| 


| 
| 
| 


publisher for a number of years 
and later associated with both the 
Lockport Journal and Union Sun, 
died at his home here Aug. 6 after 
an illness of several days. During 
recent years he had _ operated 
printing business which he estab- 
lished. 


C. J. WADSWORTH 

Waycross, Ga., Aug. 10.—Charles 
J. Wadsworth, assistant advertising 
manager of the Waycross Journal- 
Herald, died here Aug. 6 following 
a heart attack. He had been in 
health for some time. 


A. W. B. “Al” Laffey, former) 
vice-president and general manage 
of National Provisioner, Chicag 
has joined the Putman Publishing 
Company, Chicago, as assistant pub- 
lisher of Chemical Equipment Pre- 
view and Food Equipment Preview 


Nash Quits Capper 


E. C. Nash, assistant general man- 
ager of Capper Publications, To- 
peka, Kan., has resigned to accept 
a position with the Methodist 
Publishing House, Chicago, as busi- 


ness manager of the Christian Advo- 
cate. 


O’Brien Opens Agency 
Wilbur W. O’Brien, account exec- 
utive for E. O. Rogers, Rochester, 
N. Y., advertising agency ~- 
{ nls 


his full time to C. D. Morris Asso- |W" in the Burke building, E. Main 
aoe is ee 


ciates, an editorial consulting serv- 


ice for publishers which was set up| 


about four years ago and in which 
he was a principal 


GEORGE SNOW 


|died Aug. 10 of a heart ailment. He 


Chadron, Neb., Aug. 12.—-George 
Snow, 68, editor and publisher of 
ithe Chadron Journal since 1906, | 


is a past president of the Nebraska | 


Press Association and had served in 
the state legislature. 


envelopes to match, send for The| EARL H. FISHE 


Toledo, O., Aug. 10.—Earl H 
Fisher, 47, advertising executive of 
Unitcast Corporation, collapsed yes- 
terday while playing in a golf tour- 


nament and died almost immedi- 
ately. Mr. Fisher had been asso- 
ciated with Unitcast for nearly 20 
years. He was a director of the 
National! Industrial Advertisers 
Association and was a past presi- 


dent of the Toledo NIAA chapter. 


G. S. GOODING 

Lockport, N. Y., Aug. 10.— 
George S. Gooding, 79, founder of 
the “Lockport Niagaran” and _ its 
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| manufacturer must take the initia- * paper, periodical and radio adver- 
Private I ines tive in this respect —if he doesn't Chen Yu Denies tising. 
he’s likely to find, as several smaller I Mi ] d Sy " 
- manufacturers have already found, ntent to 1sied - Seats Aa an * ‘ 
— that his contract categorically for-| s -_* 1e answer denies all charges o 
Retail stores will be asked to put| mediate, stated objective of the! pids any advertising (including even in Its Advertising misrepresentation, but admits the 
part their display and advertising Council is to facilitate the adver- | the business and technical journal ree : me use of Chinese-like art and objects 
efforts behind a campaign to edu-|tising industry's participation in gdyertising which is approved in Washington, D. C., Aug. 12. As- and the use of Chinese letters or 
cate motorists on the need for vol- the war effort. Long-range objec- principle by the government) as sociated Distributors, Inc., Chicago, symbols in the labeling. 
yntary compliance with gas ration-| tive is to build appreciation and part of the cost on government has filed an answer to a recent com- ne 
ing. Planned jointly by the OPA understanding of advertising among | orders. plaint issued by the Federal Trade ’ ' 
t and the National Retail Dry Goods | critics in the administration. Prog- * Commission charging it with mis- McCosker Aids MacLeish 
Assocation, the drive will feature | ress toward either objective cannot |representation in the advertising of M. Joseph McCosker, former ac- 
d n emblem showing a gas pump and | be evaluated in dollars and cents. July war bond sales reached|Chen Yu nail lacquer. count executive with Al Paul Lefton 
4 , torpedoed tanker, with the slogan, ae $900,900,000, an increase of a quar- The complaint alleged that As- Company and now curator of the 
If You Save Gas You Save Lives.” | The only way a manufacturer ter of a billion dollars over June.| sociated Distributors, headed by A. Atwater Kent Museum, Philadel- 
r 8 lean be sure that he can continue} The combination of retailers’ drives,| J. L. Younghusband, had falsely phia, is now attached to the Library 
One plan being developed by the| with allowable advertising in the| pledge campaigns, and payroll al- represented the product as of Chi- 2 ee - oe — 
OPA msumer division calls for|case of government contracts is to|lotment plans—in which advertis- nese origin, formula or manufacture, ack in a seapeda F ek paper to ae 
— enlisting the help of newspaper insist that such a clause be specific- ing played an important part—is and that it is incapable of chipping Americans “What We Are Fighting 
retail advertising salesmen in urg- ally included in his contract. The credited for the progress. or flaking, in the company’s news-) For.” 
ng retailers to do more than com- | 
oly with the posting of provisions | 
of the eneral maximum price regu- | 
lation. The OPA men feel that the 
space men talk the language of the 
retailer, and can sell the merchants 
on putting showmanship and sales- | 
manship into their compliance with 
the posting regulations, thus con- 
vinecing consumers of their whole- 
hearted support of the anti-inflation 
measures. Proponents’ point out 
that retailers were the first to suffer | 
“profiteer” charges when _ inflation | 
hit Germany in the 20’s. 
Grocery trade publications are 
sated. during August and Sep- 
tember, to carry good news for con- 
$24 sumers who have been missing their 
§ pineapple since war came to the 
Pacific Large-space copy features 
a statement by Harry E. MacCon- | 
1.9 


aughey, vice-president and general | 
sales manager Hawaiian Pine- 


apple Company (Dole pineapple 
= products), announcing that the com- oO e- arre e. 
—_ pany hopes that the 1942 pineapple ul , 


of 


Approach to 


ia pack will shortly be arriving on the 
ter mainland. Unless the Pacific situa- 
ing . 
. tion changes, moving the pack is not e . e 
expected to present many obstacles. | rey 
4 ge 1e National Nutrition Program! 
third of the canned pineapple, one- a) 
fifth of the canned pineapple juice. 
rle That War Production Board blast 
USINg at “waste of critical materials” in 
irnal- the Army and Navy was no hasty ; : 
ng afterthought of heated debate. The In engaging actively in the promotion of As Paul V. MeNutt, Administrator of 
facts were assembled weeks in ad- : ; at . . , 
once tes CE esas Gane sa the National Nutrition Program, Hospital the Federal Security Agency, says in the 
thoroughly documented for submis- . . : . 4: : , . 
sion to Congressional committees if| Management believes it’ is providing a August issue of Hospital Management, 
ly ; necessary. ewav service sae i © j “ ° 
oe two-way service which will prove highly We need to use every means available to 
Licag Advertising > -orking - ‘(MTective—for . spitals are im- , . 
dvertising men working to im effective for the hospitals are not only im awaken our people to the necessity for 
| _ rove the industry’s relations with ful ’ 
t put Was 5 ave been embarrassed | yortant mass consumers but a powertu ‘as 2 , : 
+ Pre Washington have been embarrassed | I , ‘ 4% adequate nutrition if they are to maintain 
satan y the tendency in some quarters | for —*. a ccaiiliniss ; 
vu es es gpa Riggs : cory orce in public education. ‘ a 
evaluate the work of the Adver- I . the highest degree of health and efficiency. 
ising Council in terms of numbers 
_ { millions of dollars raised for war Po The readers of Hospital Management can 
To idvertising campaigns such as the} Serving the needs of the 10,000,000 
“I Ue . . . . 
ept “eel industry salvage drive. Im- ‘ , , help. By assisting this program, your 
Sait patients cared for in hospitals each year, . : 
a ‘. magazine is making a valuable contribu- 
/ a plus 1,500,000 staff members and employes. “o we oe ee 
. . ion to our war effort.” 
means an annual hospital food bill of over tion to our war effort 
y travelers who know’ $250,000,000, But even more important at 
* exes ; ; We have a specific plan which will en- 
-hester present is the influence which hospitals 
hee ismarck in Chicago. 7 : : able manufacturers who are working with 
of his "s why 67% of our. exert upon the permanent living habits of 
». Main — ; - R the National Nutrition Program to ae- 
: have stopped with these millions of patients. The hospital. 6 ‘ 
——s j celerate results through effective utiliza- 
as the publie health center of the com- . B . 
munity, is relied upon for sound advice tion of the educational power of the hos- 
~ : — ke. on Llees pihaet 
} | and help in successful living. How to eat pital through their staff physicians, dieti 


is one of the subjects which hospital staffs tians, nurses and others who have direct 


| 
| regularly discuss with the patients en- personal contact with patients. Let us 


trusted to their care. know if you are interested. 


HOSPITAL MANAGEMENT 
CAGO ® diy 


A RCK ee 100, E. Ohio St.. Phone Del. 1337 


HOTEL? vo: 


The only hospital publication which ts a member of both the ABC and ABP 


Chicago: 
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TIME’s report 
cites Facts and names Names 


a SS er AE 


that will Settle Many an Argument } 
F YOU OR YOUR CLIENTS are wondering what the | 
y top officials in Washington read, here’s a brand- ; 
i * 9 bs 
ve new booklet that reveals the secret...it’s on the way , 
y to your desk now. : 
g 2 You'll find in it a name-by-name listing that grew : 
, = out of a galley check and a Crossley telephone survey ; 
: g on the reading habits of big decision-makers in 13 
eae, important Federal Departments and Agencies.* It _ 
4 4 may well be the most important report on magazine- . a 
ee reading since the war began. ‘ 
a J We’ll be glad to send extra copies to your 


associates, or replace yours after the inev- 
itable someone borrows and keeps it. Write 
or call Shepard Spink, TIME & LIFE Build- 
ing, Rockefeller Center, New York. 


x 


J *The listing now shows more than three out of five of these 
\ officials read TIME regularly. 


THE WEEKLY NEWSMAGAZINE 


bo 


SE ee ee a eg eT eae 


in 


a f 
“~“ 
"Time's crvculation in Washington, dc 
oo +f, greater than that of the next 
3 w22.5 « Ske 
five executive magazines combined! &, 
: & 
ox 
aoe | 
j 
| BY Business Weer : 
ei \G Nation's Bosiwess fi 
S. News iy . 
V : . . . 7’ cs N 
: — wm TIME’S CIRCULATIO! 
: ‘ us : —weT ‘ . 
: L “ i IN WASHINGTON, D.C. 
| V, 
> oe 2 
: 4 is more than twice that 
‘ ~~ Pi a 3 “ 
4 Total of five ot ; ae 
; ves ee magazines combined hs of any other “busi 
“ 12,209 Oy a 
executive magazine. 
| Figures from 
; December 31, 194! ABC statements. 
* 
3 SS oe ee 
; a | 
| , olumbia figures a 
No District of © 
| Y one all magazines since they are e 
| L matter of ABC record. “Commuting 
: 2 | readerships may be expec ted to follow 
| 2 | much the same pattern 
«5. ; 
: ; 4 
SE 
S ZZ 
FW 
: \\7GAZ 
| @AH 
J CULATION 
‘S$ TOTAL US. CIR 
ff the high concentration ol we Sy OF EACH MAG AZINES rorat acm cut avon 
the co | 
Because « in Washington, D 2 LOCATED 1s THE Lumens 
‘meen OU. 8 14 Newsweek 1.297" eo 
3 ix interesting to note that U.S. cir TIME 1 804% Fortune 1.4 S. News 1.103" 6 Business Week! eo » ( . ) 
ot greater PRRCENTAGH of its total Prt a an - S New Rs er | 
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TASTE APPEAL ‘SCULPTURED’ BOXES BOOST APPEAL 


PHOTOGRAPHIC 
REVIEW OF 


THE WEEK 


ADMEN SPONSOR AIR FORCE CAMPAIGN 


The emphasis is on good food and beer, 
but another version of the sweater girl 


features the new display lithographed by “Sculptured” boxes, designed by Richard E. Paige, Inc., and executed by Warner 
Einson-Freeman Co. for Jacob Ruppert, Brothers Co., Bridgeport, have been adopted by Babs Creations, Inc., for its line 
New York brewer. of Wood Nymph Pine preparations—bath oil, foam bath and cologne. 


JOIN DRIVE 
LYSOL TAKES COOK BOOK PAGE 


Housewives’ Wartime Table 
e of House Cleaning Rules 


Chicago advertising men have joined a citizens’ committee to help put over the 
drive of the Air Force Sponsors for 20,000 aviation cadets, using modern adver- 
tising and merchandising methods to recruit the young men. Left to right are 
(seated) Sterling Peacock, N. W. Ayer & Son; John J. Louis, Needham, Louis & 
Brorby, chairman of the advertising and publicity committee; Capt. T. W. 
DeMint, U. S. Army; and A. H. Gunn, J. Walter Thompson Co.; and (standing) 
J. H. Kelly, Roche, Williams & Cunnyngham; Frank L. Rand, business manager of 
the Sponsors; and Horace O. Wetmore, First National Bank of Chicago, treasurer. 


es55484 then 


DISPLAY PAYS TRIBUTE TO SERVICE MEN 


*_ + That otd tire will help 
” pale out the Arts, Whitey I" - 
aa 
Ww ¢ Well, Mockio, whet ore we ow 7 
wasting tor? wld | 


ne 25R8e oF 


Lehn & Fink Products Corp. will promote its Lysol disinfectant with this punched 
page insert in Better Homes & Gardens, the first manufacturer outside the food 


STEAM field to make use of the page for filing in the magazine's cook book. Wartime 
COMPANY Pay 2 panears household hints are featured, with remedies employing Lysol. (Story on Page 23). 
Hetp buttd ‘ie oe etry pa ' P 
pores : SUN OIL HITS 'ALL FOUR 


“BLACK s WHITE’ 
The Fateh, with (Tanai 


De Laval Steam Turbine Co., Trenton, N. J., now engaged 100 per cent in war The Scotch selling team, Blackie and 

work, lists the names of 118 men on the service roll display erected at its plant Whitey, boost the rubber salvage cam- 

by R. C. Maxwell Co. The entire display was constructed of wood and other paign in their latest advertisement for 

non-metal bearing materials. The company also is sponsoring war bond panel Fleischmann Distilling Corp., to appear 
posters in the Trenton area. in Life and Collier's. 


AD COUNCIL GROUP PREPARES NEW CAMPAIGN 


: 2 


Which one started the most fires? ry ws 


The torpedo that did this 
blasted its way right into your home 


pat torpede did mare than destray ¢ valu Multiply thet lo by the many ainkings thet — of the situation. we feel we should repert te you 
abie chip-—it tauk the precwmus bvesat brave have cumerred and you will realive the extreme ot th 


eeamen arevy of the etuation Substitute methods of Com 


Thee tragecty hes heen repeated mars renee transports sor ere cemng « yeoman pb but they : = : 
And » os eflecting mibens of people w the Faw are lor fromm edequme 
ere Seaboard state Cher ger ernment has told us that thes om tote! 
— id h H \Giuunrdap aD AGS Gn edt on ieenteetibiinanen 
BELIEVE IT OR NOT, more forest fires | var rm Careless matches aid the Axis SScaakeco. See = 
were ? on by patriotic se ie Te P ri fet onl om keep hames warm solemn end pertenel duty of ever) cryin ® de Thee well mean up te one chord less consump 
started nme __S rn * ¢, Ole ome cre thes tanker cerned over 6008 nee  C@neery om ot hon ~~ ond. i men core oe > 
Americans like you than by arsonists, @ 10 0ens Stem: ate > ae mtn gice: ily enough. its people like you. a = Qallens of orvcde ott 1500 OD galanin sani tewer — ‘ —" onsale per gallon, Adee by hineee 
4 tae ae mes Os ave om a ¥, ) o ry ‘Tet (REsT Fee rewme! yeor * enough orule to prey mtr. enemneenmg Ot Con eee of a hcemmrve power rete of ore wear 
hohtning, or any other single cause! | 7 ponicsres te hard: working. patriotic aT a | . paeeneiverel propaga Aw arses no pm Nutomantrse teat ne ape sortenteally dec ener! inf ; 
aa eT SaaS who start the most forest fires! ici == et I 
3 = | ‘SSS at 7, 5S. 3 Sie a ee. ae “= Ss anne we Hehesarial fuel oil t kewp shelwende ot machines painstaking research, these engineers have you how this development can he apphed we 
= peppered — — — } ‘ -~ ‘ Tl xt — “< 7 . eee : = eee produce vite! weagums of war. eveived « plan whech, om view of the seriousness your car. 
=. A eee —~ . Remember. . . conservation is just as important as production 
= —— =~ oo ae = ~ - : F _ , on Oil is ammunition... use it wuely 
—_ —_ on SUN OIL COMPANY :~++ PHILADELPHIA 
. Sun Oil Co., Philadelphia, last week used seven full columns in 200 newspapers 
; he U. S. Department of Agriculture last week released these two full-page ads in mat form to newspapers in forest areas, in Eastern gas-rationed cities to introduce a new fuel conservation proposal, 
Ja Wggesting that local sponsors be asked to pay for them in each city. The campaign was prepared by an Advertising backed “by comprehensive tests." The plan would reduce gasoline consumption 
a | uncil pool of men drawn from 23 Pacific Coast agencies by Don Belding, vice-president in charge of the Los Angeles one-third and increase mileage one-half by cutting out half of the cylinders in an 
BB office of Lord & Thomas. 


automobile’s engine. Roche, Williams & Cunnyngham is the agency. 
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ADVERTISING AGE 


August 17, 1949 


| T’S the truth! Arizona 

has a trout stream with 
banks a mile high. It’s the 
Bright Angel Creek, a 
tributary of the Colorado 
River. The banks of these 
streams form the world- 
famous Grand Canyon, lo- 
cated entirely in Arizona. 


You may have to ride a 
mule for a half-day to get 
to the water’s edge of this 
creek but it’s an easy 
matter to get advertising 
results in Arizona. Two 
tested media available to 
do your job — Phoenix 
Republic and Gazette, 
morning and evening 
circulation 66,168 —~ 
KTAR, Arizona’ s, most 


powerful broadcasting 


cer 5,000 watts. 
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“NATION’S BUSINESS” depicts Arizona as one of the “bright spots” on 
the United States Chamber of Commerce map. Throughout the entire 
state business is rated “Above 10% to 20%” compared to the same period a 
year ago. For this gold nugget of western markets retains national leadership 
through constant growth. War activity has further accelerated population 
which showed a 35% increase in Phoenix during the past decade. Now all 


Arizona is called upon to supply vitally important war materials. It is fast 
becoming the greatest of United States Army Air Training centers. It 
continues to offer opportunities to advertisers who know that sales are made, 
and impressions are more lasting, where there are MORE people with 
MORE spendable income. Yes, all Arizona is “in the money!” 


CA AsTING C0. 


a LEWIS, General Manager 
hie cs H. Raymer Company 


BOB eae — §reeaicney Manager 
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